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‘Stock your Pantry 


NOVEMBER 
EF 10th - 20th 


VERY member of the industry is 
better off because of Canned 
Foods Week, in proportion as the 
consumer benefits. The consumer 
will learn more about canned foods 
and their value, and should find 
them always full value in appear- 
ance and in goodness. In the long 
run, prosperity depends on packing 
quality canned foods. , 
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GDEN — This is 


AKLAND 


lambs’’ 


LAMB WAS at a premium. An Oakland, 
California, meat-packer learned that a large 
number of lambs were to be put on 


od, "|| the market in Ogden, Utah. He got in 
| 


touch with the commission man by long 
distance telephone. In a five-minute call 
he purchased close to 10,000 head. Price, 
about $90,000. Cost of the call, $6—a 
saving of at least $150 in traveling 


expenses. And it enabled the shipment to be started immediately. 


Two MILLION times each day, America’s 
toll and long distance lines are called upon 
to get something done, to make some 
saving of time or expense. And the tele- 
phone carries the voice and purpose of the 
executive across states and over the nation 
just as readily as it does within the limits 
of a city or a neighborhood. Thousands 
of concerns are finding ways to let Long 
Distance calls lessen the wastes of delay 
and postponement. 


Have you taken stock lately of the 
various things Long Distance might 
accomplish for you? Is there something 
you need quickly at the most advantageous 
price? The telephone will reach the man 
or concern that has it for sale. Shipment 
can be made without waiting for the 


exchange of visits or correspondence. You 
can go from one market to another in 
various parts of the country, without leav- 
ing your office. Likewise, if you have 
something to sell, the telephone will reach 
a buyer, no matter how fay or how far 
away he may be. Long Distance will 
accomplish your purpose in less time, and 
at an actual saving of money. 


Our Commercial Department 1n your 
own town will gladly assist you in laying 
out a program of long distance service 
suitable to your organization. Aska repre- 
sentative of this department to call upon 
you, without charge. In the meantime, 
why not make a test of what distant calls 
can do? What buyer or seller would you 
like to talk with, now? ... Number, please? 


BELL LONG DISTANCE SERVICE 
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New Jersey 


Ayars Machine Company, 


CORN 
BLACK DISCOLORATION IN CORN 


Mr. Corn Canner—If you are troubled 

with Black Discoloration in your corn, 

hereis a remedy—use our Corn Shaker. 

This thorougly mixes the contents of 
' the can and the Black disappears. 


Shaking also gives the corn a rich, 
creamy appearance. 


Ayars Machine Company, Salem 


New Jersey 


Canned Foods Week, Nov. 10th to 2Oth 
Your co-operation is necessary 
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CAPACITY 600 MILLION CANS PER 
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MAIN OFFICE 
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CANNED FOODS WEEK 
November 10th -- 20th | 


Promote the Canning Industry and its many 


allied interests by emphasizing to consumers 
the extraordinary value of all products in tin. 


SOUTHERN CAN COMPANY 


GIBBS INDUSTRIAL BUILDING 
3500 East Biddle Street, BALTIMORE, MARYLAND 


| New York Office: 17 Battery Place. 


HAMACHEK IDEAL VINERS 


Tests and comparison of packs have clearly demonstrated the im- 
portance of more efficient hulling. Experienced packers have re- 
placed over one Hundred Fifty viners of another manufacture 


with Hamachek Ideals. 


Hamachek Ideals are the best constructed viners on the market. 
They are built of durable material, require less power, their up- 
keep is small, and they have the greatest capacity. 


FRANK HAMACHEK MACHINE COMPANY 


KEWAUNEE, WISCONSIN 


Established 1880 Incorporated 1924 


Manufacturers of IDEAL VINERS, VINER FEEDERS, ENSILAGE DISTRIBUTORS amd CHAIN ADJUSTERS 
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Courtesy, U. S. Gelatin Co. 
A Battery of glass-lined storage tanks, used to hold gelatin liquor, 
which are necessary to prevent metallic contamination. 


MEETING FEDERAL REQUIRE- 
MENTS AS TO PURITY 


@ Federal requirements have become so stringent in the manu- 
facture of edible gelatin that the problem of what equipment to 
use has become an important one. 


q Edible gelatin must not contain such impurities as copper, zinc, 
iron, or sulphurous acid in excess of certain specified maximums. 
Furthermore, such gelatin must be manufactured from selected 
stock under sanitary conditions. 

@ Toeliminate metallic action and to produce a pure gelatin, the 
United States Gelatin Co., Carrollsville, Wis., installed Pfaud- 
ler glass-lined tanks and pipe lines. These are used in proces- 
sing after the extraction of the gelatin liquor from the animal 
tissue. 


@ The above is one of many manufacturing problems, which have 
been readily solved by our research laboratories working in con- 
junction with the manufacturer of food products. 


@ There is no charge or obligation for this service. WRITE 


TO-DAY. 
THE PFAUDLER COMPANY, Canning Division, ROCHESTER, N. Y. 
<)> PROCESSING SPECIALISTS 


PFA 


Emulsifiers 
Storage Tanks 


q Vacuum Pans 
Tomato Cookers 


| 
an 
- \ 
A 
i 
5 
<p 
@) == — & 
: ‘| rz 
a= 
NED EOD = j 


November 15, 1926 THE CANNING TRADE 7 


Yt 


\e 


HIGHEST GRADE OF WORKMANSHIP : LOWEST POSSIBLE PRICES PROMPT SERVICE 


Jal 


“THE MODEL SHOP” 


DESIGNERS AND MANVFACTVRERS 


LABELS, CARTONS AND 
ADVERTISING MATERIAL. 


Yar 


Ye 


CHICAGO. ILL. DETROIT, MICH. OMAHA, NEB. 
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There Reason 


Why Campbell Soup Co. Van Camps, 
New York Canners and other large 
organizations use the MONITOR 
Blancher. 


They have found it up to require- 
ments and worthy ofa place in their 
plants. 


Make your next Blancher a 
MONITOR. It will pay you. 


Economy of steam, gentle hand- 
ling, thorough work are a few of its 


—= 


YOUR SALES WILL BE BENEFITED 
BY CANNED FOODS WEEK. 
Nev, to 20th. 
Canadian Plant PPORT IT. AGENTS 
. Robins o. Inc., Balto. 
HUNTLEY MFG. Co. Ltd. HUN LEY MFG. CO. Anderson-Barngrover Mfg. Co. 
Tillsonburg, Ont. San Francisco, Calif. 


P. O. Drawer 25 BROCTON, N. Y. Brown Boggs Ltd., Hamilton, Ont. 
(Formerly at SILVER CREEK, N. Y.) 
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PEA GRADERS 


Menufectured and Sold by 


Sinclair-Scott Company 
Baltimore, Maryland. 


Makers of Nested Pea Graders, Colossus Pea Graders, and Other Canning Machinery. 


“182 Pods On A Single Vine” 


Just one of many similar vines obtained as a 
result of our method of breeding by individual 
plant selection. 


Rogers-Stringless Refugee 
Green Pod 


15 inch, dark, strong, vigorous vine with 5 to 
4 inch pods, round, of fine quality and per- 
fectly stringless. Ideal for canner’s use, 


66 ip ROGERS BROS. SEED COMPANY 
Blood Tells BREEDERS AND GROWERS 


326 W. Madison St., Chicago, Ill. 
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THE CANNING TRADE 


THE JOURNAL of the CANNING and ALLIED INDUSTRIES 
Established 1878 


THE CANNING TRADE is the only paper 
published exclusively in the interest of 
the Canned Food Packers of the United 
States and Canada. Now in its forty- 
ninth year. 

Entered at .Postoffice, Baltimore, Md., 
as second-class mail matter. 


TERMS OF SUBSCRIPTION 


One Year - $3.00 
Canada - - $4.00 
Foreign - - - - - $5.00 
Extra Copies, when on hand, each, .10 


ADVERTISING RATES — According to 


PUBLISHED EVERY MONDAY 


BY 


THE TRADE COMPANY 


ARTHUR I. JUDGE 
MANAGER AND EDITOR 


107 SoutH FREDERICK STREET 
BALTIMORE, Mb. 


Make all Drafts or Money Orders pay- 
able to THE TRADE COMPANY. 

Address all communications to THE 
CANNING TRADE, Baltimore, Md. 


Packers are invited and requested to 
use the columns of THE CANNING TRADE 
for inquiries and discussions among 
themselves on all matters pertaining to 
their business. 


Business communications from all sec- 


tions are desired, but anonymous letters 
will be ignored. 


ARTHUR I. JUDGE, 
space and location. Telephone Plaza 2698 EDITorR. 
Vol. 49 BALTIMORE, NOVEMBER 15, 1926 No. 13 


HE LEAVEN IS WORKING -It will, of course, 
i take a long time to bring the entire body of can- 
ners up to the point where all will realize that 
not only the profit but the pleasure of doing business 
lies in keeping abreast of the times, and in full step 
with modern methods. They know this in regard to 
the conduct of their canning plants—the mechanical 
production of canned foods—but they have, as a body, 
little or no conception of it as regards the marketing 
of their products. But there is unmistakable evidence 
that this highly important feature is beginning to be 
considered by an ever increasing number of canners in 
every section of the country, and soon will be in the 
minds of every one of them. It has to come, for it is 
only a question of time, because the canned foods in- 
dustry cannot endure under present conditions. 


Greater than all else is the problem of better mar- 
keting. As we have said, the canners have perfected, 
or at least have brought to a satisfactory point, the 
problem of efficient and sanitary production of canned 
foods, with all the factory requirements well covered, 
either in the individual plants or by the laboratories 
that are busy studying these questions for them. There 
are more agencies at work today helping the canner 
produce his goods than he ever dreamed would happen, 
mechanical and scientific agencies that make this part 
of his work a delight. But of what avail are they if 
the canner is unable to sell his product successfully ? 
And we do not refer to the market demand or consump- 
tion, but to the successful merchandising of every por- 
tion of his pack. After all, the money is made in sell- 
ing, not in producing. Here is the place for the next 
great step in improvement, and we are face to face with 
the time when this step must be taken. The canning 
industry can no longer continue to produce immense 
quantities of canned foods and then leave them to sell 
themselves. Each canner must take as firm hold of the 
sale and distribution of his products as he now has 
upon the factory production. 


But we witness the strange phenomena, that on 
the one hand every canner knows that he must give his 
personal attention to the packing operations if he ex- 
pects success in the quality and the quantity of that 
production, and on the other hand, that he need do 
nothing whatever towards their sale, leaving that end 
entirely to others, outside of his organization and in 


no way interested in the business. It presents the most 
unique situation in the realms of business today. For- 
merly the farmers were in that exact position, but they 
are so no longer. They formerly grew the crop and let 
its selling be handled by another, but not today. 
However the disaster of this lop-sided condition is 
coming home to more and more canners every day, and 
we are beginning to see the results of this realization. 
They are beginning to note that when any other sort 
of manufacturer starts up he either takes to the road 
to sell his goods, or he sends out his salesmen with a 
properly formed sales plan, working always in the 
closest harmony with the factory and office, and the 
canners are beginning to see that these other factories 
do not seem to have the troubles the canners have. 
Could the canners go out on the road and sell their 
own goods? Of course they could, for they have the 
time, and they ought to know their goods so that they 
can sell them. But, it is answered, they are not sales- 
men and they do not know how to do it. That is ex- 
actly what they should learn, and what they will have 
to learn, and they can learn it only through experience. 
And in learning it they will find themselves broaden 
out and become better business men. They will know, 
at first hand, just what the buyers want, wherein their 
goods fall short or need improvement, and they will 
quickly learn why their competitors are outselling 
them. And, on the other hand, there will be a lot of 
agreeable surprises come to them when they find that 
their really fine goods are worth much more than they 
have been receiving for them, and that the good buyers 
will always pay for quality of a regular, dependable 
kind. More than that, they will learn that the buyers 
are human beings and good fellows; and on the other 
hand the buyers will learn that the canners are fine 
men and well intentioned. Once that spirit of confi- 
dence is established between the producers of the goods 
and the distributors of them, trading will improve im- 
mensely, and with it profits for both. This is what has 
happened in every other line of manufacture and it 
will—must—happen in canned foods. Lots of the can- 
ners now call upon their buyers, with their brokers. 
As we have intimated, this thought is passing 
through the minds of more and more canners today, 
and it is being discussed as an Association move for 
consideration this year. It is to be worked upon at 


the Atlantic City Convention in an assembling of the 
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wholesale grocers with the canners in a special meet- 
ing during that week. It ought-to be handled plainly 
and above board and without gloves, but we doubt if 
it will. 

Is it needed? 

Just this week a canner of long standing and ex- 
perience related an incident to the writer, to ask his 
opinion. He said that a well-known house, known as 
brokers, but in fact largely commission men, bothered 
him last spring to sell some future 2’s tomatoes, and 
finally consenting, he got an order for 7,000 cases at 
7714c. As the season advanced and he realized that 
the crop would possibly not produce enough to fill his 
order, much less the normal amount usually packed, he 
thought “to hedge” on this sale, and so called up this 
house and asked what future tomatoes were doing. 
He was told that the market was very dull indeed, at 
75c. He then told the house to buy him 10,000 cases at 
75c, as he feared he would be short. Immediately the 
tone changed, and the house said that they would have 
to look around to find “‘just the quality” he would need 
for his label, and they would call him back shortly. 
They did not call, and when he called again they said 
they could buy the goods for him at 90c. In relating 
this instance the canner said he thought that was the 
reason the prices were always tending towards cost or 
below. He is beginning to realize that he is one of the 
many “good thing” canners, annually mulced by suck 
tricks as this, and he is awakening. All will agree that 
it is about time for the entire industry to wake up out 
of this. 

Here is another instance, of another kind, which 
would never have happened if the canners had been 
running their own business: 

R. C. Williams & Co., the great house of New York 
City, and a member of the National Wholesale Grocers’ 
Conference Committee, recently notified their brokers 
to this effect: 

“We do not wish to buy any canned goods 
from any packer who is not a member of the Na- 
tional Canners Association. 

“We do not wish to buy any canned goods 
packed in fibre containers. We use only substan- 
tial wood cases. 

“We do not wish to buy any canned goods 
with a swell guarantee. Every purchase we make 
must contain a swell allowance. 

. “We do not wish to buy any canned goods on 

a contract that contains a pro-rata clause. We 
must have something definite.” 

Evidently this house has some very definite ideas 
as to how it is going to buy canned foods (though it 
still calls them canned goods) ; how are the canners to 
meet such a condition unless they have definite selling 
plans? It was not our purpose in calling attention to 
this autocratic pronouncement, to comment upon it as 
such, though we imagine their buying will all have to 
be done with canners of no standing and no backbone 
or self respect; but imagine the condition of the can- 
ning industry when a buyer can make such a statement 
as that and expect to get by with it! 

Isn’t it about time that the industry did something 
to protect itself, and something definite and not mere 
talk, or consideration? 

And the industry is doing something. It marks 
a new day in canned foods when great advertising 
efforts are made, such as we see today with asparagus, 
salmon, pineapple and in particular with the latest 
move in this up-to-date manner of moving goods, the 
_pea canners, Once the canned pea advertising begins, 
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it will convert the present doubters en masse, and more 
than that, it will make the corn canners realize that 
they, too, must put on an advertising campaign. Can- 
ners who read and think will not continue to see the 
markets on advertised goods running strong, despite 
big packs, while their un-advertised goods, though 
light in supply, are weak in the market. You have 
that situation right now: Pineapple, though a record 
pack, is strong; salmon, in face of its greatest pack, is 
moving out, not only this year’s output, but the carry- 
over trom other years. Asparagus, after a record 
pack—one which would have sent the cold shivers down 
the spines of every canner, a few years ago, is pretty 
nearly sold up, and the worry is now how to piece out 
until the next canning season. These are hard words 
for most canners, because most canners have no faith 
whatsoever in advertising; and of course a lot of such 
canners will not believe that conditions are any better 
on the items named than they would have been had no 
advertising been done. You just can’t convince them. 
They can 1ook at Campbell Soup Co., and be told that 
that company spends more money for advertising than 
any other firm in the world, and that by doing so they 
have turned the common-place food—soup— into a na- 
tional and world-wide dish, but the doubter will see 
nothing in that. 

And we might point to this present Canned Foods 
Week as a marvelous thing on the part of the canners; 
but we fear there are so many canners who have not 
offered one cent towards it, that we may be touching 
a sore spot. It is an insult to any canner to intimate 
that he has taken no part in Canned Foods Week, and 
we wish to insult no one. The Week this year seems 
to indicate to a wonderful progress. When this Week 
was first begun a handful of canners took part and the 
supply men and wholesalers, brokers, etc., furnished 
the money. The one thought then was to sell more 
goods. In following years they gradually drew away 
from the thoroughly selfish, personal side of selling 
more canned foods by the canners to increasing the 
number of consumers. At least that was their ex- 
pressed effort. This year they are doing the thing in 
a real, up-to-date advertising manner: they are driving 
the consumers into the grocery stores to look over the 
display of canned foods. That serves to tie-up the gro- 
cers with the Week, since the orders come over their 
counters, and they are asked’ questions about the goods 
and their use, such as the grocer never before had 
asked him. The result is the grocer is brushing up on 
canned foods; he is finding them a very much more 
interesting subject than he ever guessed, and he is 
cleaning off his shelves in a way that cannot but please 
him. Later will come his orders to the wholesalers, or 
others, and ultimately to the canners. That’s real mer- 
chandising, and that it took four or five years for this 
industry to reach it is not surprising. But it is mighty 
pleasant to realize that the industry has arrived—and 
is here. Now watch it grow. 

So we are in a new day regarding the selling of 
canned foods; the canners are hungry for proper in- 
formation on how they can perfect themselves in sell- 
ing and disposing of their goods, and soon we may 
expect to see the chemical and bacteriological labora- 
tories relegated to their proper position, as the support 
and backbone of the industry, but like the backbone, 
out of sight, while the technical laboratory of improved 
selling moves to the front. From now on progress 
along this line will be rapid, and nothing can stop it, 
because only a little of it makes the beginner want 
more. 


c 
2 
| 
: 
‘ 
4 
| 
H 
q 
| 
ig 


November 15, 1926 


THE KOOK-MORE KOILS 


A unit that has set a new standard for the time in which 

’ tomato pulp should be cooked. Nothing short of the 
Kook-More can double your tank’s capacity, speed up 
your batches and preserve color and flavor. The Kook- 
MoreKoil will do the trick. 


Above can be furnished with Glass Lined or Cypress | 
Wood Tanks, in complete Units. 
Indiana Kern Finishers 
Indiana Pulpers 
Indiana No. 10 Fillers 
Copper Steam Jacketed Kettles 
Indiana Chili Sauce Machines 
Steam Crosses 
Pulp & Catsup Pumps 
Fire Pots 
Enameled Lined Pipe 
Enameled Pails & Pans 
Steel Stools 
Inspection 
Grading 
Sorting 


TABLES 


Indianapolis, Indiana, U. S. A. 


Anderson-Barngrover Mfg. Co. 
San Francisco, Cal. 
Coast Representatives 
S. O. Randall’s Son 
Baltimore, Md. 
Easteon 


ll 


They Cost Less--- 
Because They Do More. 


Some machines in your 
canning plant are a con- 
stant aggravation to you--- 
always breaking down at 
the peak rush. 


When you need them most---that’s when trouble 
starts. They are the expensive machines in your 
plant. And in most cases they were touted as 
bargains when you bought them. You thought 
you were saving money but in reality you were 
wasting it. 


A-B Machines are usually priced higher than 
others, but ‘hey cost you less. A-B machines are 
built to operate at all times. Twenty-two hours 
a day, 30 days a month and 12 monthsa year is 
not unusual in A-B operations. A-B Machines 
are built to stand the gaff. 


A-B Machines are fully automatic. And auto- 
matic to A-B means /u//y automatic. In all cases 
the cans are received, handled during the process 
and delivered without intervening labor. 


There’s an A-B machine suited to your canning 
needs. Write our nearest office for full informa- 
tion. No obligation entailed. 


ANDERSON-BARNGROVER MFG. CO. 
Factory and General Offices: San Jose, Calif. 


Third & Dillon Sts., Baltimore, Md. 
844 Rush Street, Chicago, IIl. 


Gentlemen :— 


I’m interested in your A-B Cooker. With- 
out obligation please let me know more about 
it. Our products are 


Name 


Company 
Address 
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A REAL BOOST 


OP Kronau, as he is widely known, and by others 
as Harry M. Kronau Sr., sends us the following 
clipping from Nashville, Tenn. And he adds that 

he thinks it one of the best boosts canned foods ever 

had, because the physician who speaks is a leader 

among his profession, and therefore commands respect. 
The article reads: 


My husband is a civil engineer and is about to take 
charge of a big construction job in the Northwest. We 
shall be in a camp many miles from town. I do not 
mind the loneliness, for it will be a great adventure, 
but I am worried because it will be impossible for us to 
get fresh vegetables and milk. 

Do you think it will be safe for me to take the 
children where they will have to depend almost entirely 
on canned food? I have a boy seven and a girl five 
and I cannot bear the thought of leaving them behind, 
but of course their health is everything. 


Yes. An affirmative response comes from a thou- 
sand camps and hamlets in that very region, where chil- 
dren and adults live and prosper on milk, fruits, vegeta- 
bles, meats and viands of every description, all of which 
are canned. The heaps of discarded cans outside every 
village, town and city in the nation bear their silent 
witness to the immense strides which this method of 
feeding the people has made in the last twenty years. 


In truth it is more than a method and far more 
than a large and increasing industry; it is also a scien- 
tific arrangement which transfers summer to winter 
and the vast variety of its preserved products to ster- 
ile or uncultivated localities. 


Every vessel on the seas and every expedition on 
the land depends upon canned food. I am assured by 
those who know that its quality it quite equal to its 
quantity, which, while saying much, does not contra- 
dict one’s personal experience. 
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The hygienic precautions of the best canning fac- 
tories are shown by the nutritious foods they produce. 
Medical authorities are far more anxious about the 
sanitation of a great deal of so-called home cooking 
than they are about that of canned foods. . 

Go to the Northwest assured of your health and 
welfare so far as canned diet is concerned, and accept 
my congratulations upon the glorious country awaiting 
you. 


WHERE ARE THE TOMATOES? 
Federalsburg, Md., Oct. 5, 1926. 


HE election is over, and we trust your man won. 

| Canned Foods Week is next on the program, and 

we are sure you will do your part to make it a 
success. 

One of the greatest “bear” papers in this country 
says: “California may pack 2,000,000 cases of toma- 
toes.” We thought it was understood California would 
pack from 2,500,000 to 3,000,000. 

News comes drifting from across the “pond” that 
the Italian pack of peeled tomatoes will likely be 30 
per cent to 40 per cent short of 1925. The Canadian 
pack is also short. 

What has gone with the 1925 pack of tomatoes? 
We country hicks can vouch for the fact that they are 
not down our way. Agents for different warehouses 
have been burning gas down this way for some time 
trying to get packers to ship their tomatoes to the city, 
saying very few are stored, either 1925 or 1926 pack. 

If you think the 1926 pack of tomatoes in the Tri- 
States and Virginia is more than first predicted, just 
take a spin down on the “Good Old Eastern Shore” and 
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Ask for our Superior Line for your Fancy Grade. 


Stecher Lithographic ©. 
Rochester, N-Y. 


Our Labels 
are the Thghest Standard 
for Commercial Value. 
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High Speed Automatic Sanitary Can Closing Machine 


Speed— Durability— Economy No Waste—No Spill 


The Max Ams Machine Company 


101 Park Avenue New York City 
Branches: Chicago and London 


Pioneer Builders of Sanitary Can Making Machinery 
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you will be convinced that YOU had better stock up 
YOUR pantry. 

No use trying to brush Mr. Tomato aside, for no 
other vegetable can take his place. Tomatoes are not 
too high on a basis of $1.00 per dozen for No. 2’s, and 
if you think so, just go down the list and see what other 
item you can buy cheaper than tomatoes for a head- 
liner. Folks want tomatoes and they are going to have 
them. 

The cotton market may be off, as well as some 
other items, but if you want to get ON you had better 
BUY tomatoes now before the Tri-States’ statistics are 
reported. 

If you are interested in tomatoes, please let us 
know, for we will certainly appreciate a share of your 
business. E. A. COBEY & CO., 

Federalsburg, Md. 


CONVENTION DATES. 


November 19th—Board of Directors, National Can- 
ners Association. Hotel Sherman, 
Chicago, 10 A. M. Fall meeting. 

Nov. 30-Dec. 1—Western Canners, Semi-Annual, New 
Palmer House, Chicago, III. 

December 1—Maine Canners, Columbia Hotel, Port- 
land, Me. Annual. 

December 2—National Kraut Packers. 
man, Chicago, 10 A. M. 

December 2-3—Iowa-Nebraska Canners. 

December Peach Growers, San Francisco, 

al. 


Hotel Sher- 
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December 7-8—Ohio Canners, Hotel Fort Hayes, Co- 
lumbus, O. Annual. 


January 7-8—Southern California Canners, Jonathan 
Club, Los Angeles. Annual meet- 
ing. 

December 9-10—New York State Canners, 

Hotel Seneca, Rochester. 


December 14—Pennsylvania Canners, Annual, 
Colonial Hotel, York, Pa. 


December 15-16—Minnesota Canners, New Nicollet 
Hotel, Minneapolis, Minn. 

December 16-17—Tri-State Packers at Ben Franklin : 
Hotel, Philadelphia. Annual meeting. . 


January 2-4, 1927—Northwest Canners, Annual, 
Multnomah Hotel, Portland, Ore. 


January 6-7, 1927—Missouri Valley Canners, Annual, 
Colonial Hotel, Springfield, Mo. 


Jan. 24 to 29, 1927—National Canners, National Food 
Brokers, Canning Machinery and 
Supplies, National Pickle Packers, 
at Atlantic City. 


— Too To Cuassiry 


FOR SALE—One Zastrow Pineapple Corer; one Zast- 
row Pineapple Sizes and Slicer; one Mitchell Double Pines 
apple Grater—all in first class condition. 

Address Box A-1440 care of The Canning Trade. 


CIRCLE HOIST AND CRATE 


CORN MIXING SYSTEM 


CONTINUOUS COOKER 


BERLIN CHAPMAN 


MACHINERY 


COMPLETE EQUIPMENT FOR ANY 

CANNING PLANT AND COMPETENT 

ENGINEERS TO LAY IT OUT AND 
INSTALL IT. 


Tomato soakinc Tank Berlin-Chapman Company Berlin, Wis. 
Tri-States Salesman:—H. R. Hardimg, 2827 Winchester St., Baltimore, Md. 


PEA ELEVATOR 


j 
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MARGLOBE 


The Outstanding Canning Tomato of this Decade. 


Vigorous Grower. 
Heavy Yielder--10 to 20 tons. 
Wilt-Resistant. 
Continuous Bearer (even under adverse conditions) 
Handsome Fruit-- 
Scarlet Color--ripening to stem. 
Thick walled--with small core. 
Free from acidity. 


Our firm has led in the commercial production of Marglobe. 
All of our seed has been grown direct from stock as supplied by 
the originator, Mr. F. J. Pritchard (U. S. Dept. Agric. Plant 
Breeder.) It is pure, genuine Marglobe. 


Wealso offer select stocks of our own growing of Stokes Bonny Best, 
Greater Baltimore and Norton tomato, as well as pedigreed stocks of vegetable 
seeds for canners, including asparagus, beet, cabbage, carrot, cauliflower, cu- 
cumber, pumpkin and spinach. All of our seed has been treated with an orga- 
nic mercury compound, as a disinfection against seed-borne disease. Germina- 
tion test stamped on every package. 


Write for prices and our 1927 catalog. 


FRANCIS C. STOKES & CO. 


Vegetable Seeds 
PHILADELPHIA 
SANFORD, FLA. ST. CATHARINES, ONT, 


KNAPP LABELERS 


and BOXERS 


and Knapp Service are available to 
Canners everywhere in the United 
States and Canada. 


Chicago 

Baltimore 

San Francisco 

Salt Lake City 
Hamilton, Ont., Can. 


f*e FRED H.KNAPP CORPORATION 


LABELING ard BOXING MACHINES 


GENERAL OFFICE AND FACTORY 
RIDGEWOOD, NEW JERSEY 
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Meeting Wisconsin Pea Canners 


Milwaukee, Oct. 26-29 1926 
Meet In Gloom Disperse in Smiles—Cause: Enthusiastic Support of Plan to Adv- 
ertise Canned Peas—An Improved Merchandising Method—The 
New Officers—The Entertainments. 


(Continued from Last Week ) 


Report of the Traffic Committee. 


Mr. F. L. Thomas, Traffic Manager for the Associ- 
ation, was scheduled to speak earlier, but did not ap- 
pear before the Convention until today, as the adver- 
tising proposition had taken up most of the previous 
time. 


Mr. Thomas outlined the work of his department 
as follows: 

Secured the stop to finish loading on canned veg- 
etables as per WTL 1-S. 

Secured for members 306 new rates from and to 
12 points with reductions 1 to 15c. 

Issued 33 traffic bulletins covering 110 items of in- 
terest to members. 

Quoted 2,234 rates. 

Audited freight bills for 67 members and filed 
claims for $4,891.00. 

Received in settlement of claims filed $2,935.00. 

Claims unpaid and in process of investigation 
$1,360.00. 

Claims cancelled, withdrawn or unadjusted, $508. 

Seven canners received amounts ranging from 
$139.67 to $319.67, and some of these seven still have 
unpaid claims outstanding. 

Canners have been supplied with labels. This label 
to be used on invoices sent to buyers. 

A large number of buyers are sending in their bills 
to the Association for audit free of charge. 


NOTICE 
DON’T DISREGARD YOUR 
FREIGHT CHARGES 


Our Association Traffic Department 
will audit the freight bill covered 
by this invoice FREE OF CHARGE, 
collecting any overcharge for you 
This is a part of the service given our 
customers. 

Send paid freight bill or copy of it and 
B/L to us or to 


Traffic Department 
Wisconsin Canners’ Association 
721 First Central Bidg. 
Madison, Wis. 


This concluded the afternoon session. 


Wednesday Evening’s Entertainment and Dance. 


The success of the afternoon was celebrated at 
night by a very good little sketch, “The Girl and the 
Count,” followed by a dance in which the whole Con- 
vention took part, a dance such as only the Wisconsin 
canners seem able to put on. Both old and young were 
out “shaking the dogs” to the syncopated strains of the 
Elks Club “Extra Fancy Orchestra.” This feature is 
always the social event of the Wisconsin Convention, 
and hugely enjoyed by the entire assembly. 


Thursday Meetings, October 28th. 


Thursday morning there were two meetings sched- 
uled, but neither took place, owing to the fact that the 
broad-faced canners were probably too full of the ad- 


vertising campaign’s success and of the previous 
night’s merriment. 


Thursday. Afternoon. 


Dr. Goeres was called on to read the report of the 
Secretary, and this was adopted as read. 


Mr. Walter I. Berg gave the Treasurer’s report, 
which was accepted. 


The Election. 


The next matter under consideration was the elec- 
tion, and the following officers were appointed: 

President, H. C. Sorrensen, Gillett, Wis. 

Vice-President, W. A. Christenson, Colby, Wis. 

Secretary, John Kramer, Templeton, Wis. 

Treasurer, Walter I. Berg, Onalaska, Wis. 

The following directors were elected for the com- 
ing year: 

Group No. 1, T. O. Goeres. 

Group No. 2, H. P. McDermott. 

Group No. 3, J. B. Heunink. 

Group No. 4, E. E. Coxshall. 

Group No. 5, W. A. Christenson. 

Group No. 6, John Kramer. 

Group No. 7, W. I. Berg. 

Group No. 8, H. C. Sorrensen. 

Group No. 9, Theo. Anderson. 

The Board of Directors elected the following com- 
mittee to handle the advertising campaign: 

E. M. Garetson, Inderrieden Canning Co. 

W. R. Roach, W. R. Roach & Co. 

Roy L. Clark, Central Wisconsin Canneries. 

E. M. Bellock, Columbus Canning Co. 

Ogden Sells, Sprague-Sells Corp. 


W. E. Nicholoy, Secretary Wisconsin Canners As- 
sociation. 


RESOLUTIONS. 


Resolved, That the Articles of Incorporation of the Wiscon- 
sin Canners’ Association be amended by striking out Article Five 
and substituting in lieu thereof the following: 

‘ “The Board of Directors shall consist of nine (9) mem- 
ers.” 

Resolved, That the By-Laws of the Wisconsin Canners’ As- 
sociation be amended by striking out Article Fifteen and sub- 
stituting in lieu thereof the following: 

“The annual meeting of the Corporation shall be held at 
such time and place within the State of Wisconsin as the Board 
of Directors shall determine.” 

W. A. CHRISTENSEN, 
CHAS. H. KARCH, 


J. W. DENIGER. 
THE NEXT CONVENTION. 

A meeting of the new Board of Directors, held immediately 
following the closing of the business session Thursday after- 
noon, voted to hold the 1927 Annual Meeting and Convention in 
Milwaukee the first week in November. 

RESOLUTION No. 1—Traffic Department. 

Whereas the Traffic Department of the Wisconsin Canners’ 
Association has been in operation since January 1, 1926, under 
the direction of Mr. F. L. Thomas, and whereas the department 


during that time has demonstrated its usefulness and efficiency: 
Be it therefore 
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CANNERS’ SEEDS 


PEDIGREE STOCKS OF 


Peas, Beans and Corn | 


EITHER SPOT OR FUTURE CONTRACT i 
Growers of All Seeds for the 


Canning and Pickling Trade 


High Grade Detroit Beet A Specialty 


Descriptive Wholesale Catalogue on Request i 


| Jerome B. Rice Seed Co. 
| BRANCH, DETROIT, MICHIGAN saaacinsaiicinapnineniaiaiaain | 
i Growing Stations Cambridge, N. Y. i 
| 


Throughout America 


Not A Pea On The Floor When Operating 
The Hansen Sanitary Conveyor Boot 


No pan necessary to catch spilled or crushed peas. The 
special patented features of the Hansen Boot make it 
possible to handle peas at an enormous capacity without 
cutting or spilling any peas whatever. 


Peas cost money! Why run them into the sewer when 
they can be put into the can? 


Ask any canner who has ever used the Hansen Conveyor Boot. 


Write us for a list of users in your community. 


Place your order now and take advantage of pre-season discounts. 
MANUFACTURERS OF THE FOLLOWING 
Hansen Canning Machinery Corp. 
Corn Cooker Filler Gallon Pea Filler 
Pea and Bean Filler Automatic Kraut Machine Cedarburg, Wisconsin, U. & Az 


Four Roller Beet Topper 
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Resolved, That we, the members of the Wisconsin Canners’ 
Association, in session this day, commend the manner in which 
said traffic department has been managed, and further recom- 
mend its continuation and use to a greater extent than it has 
been used during the past session. 


RESOLUTION No. 2—Convention Date. 

Whereas it appears that the date upon which the Annual 
Convention is being held this year is not satisfactory to some 
of the members: Be it therefore 

Resolved, That we recommend the selection of a date more 
agreeable to the membership as a whole. 


RESOLUTION No. 3. 


Whereas the pea canners at this Annual Convention have 
seen fit to adopt a plan for advertising canned peas, said plan 
being designed to reach the consumer of canned peas, and in 
that manner increase the consumption of this product: Be it 

Resolved, That the Wisconsin Canners’ Association, in ses- 
sion this day, approve the plan and recommend its support by 
all pea canners in the United States; and be it further _ 

Resolved, That we look upon this advertising campaign as 
the most constructive and important activity that the Associa- 
tion has ever undertaken. 


RESOLUTION No. 4. 

Whereas the grading of canned peas is still subject to a va- 
riety of opinions and methods of interpretation, and whereas the 
use of a score card is meeting with the approval of many can- 
ners and distributors: Be it 

Resolved, That we recommend the use of this method of 
grading peas to all of our members and the adoption of a stand- 
ard form of card approved by the Board of Directors. 


RESOLUTION No. 5. 


Whereas the Canners’ Seed Corporation has been carrying 
on a very valuable work in the development and improvement oz 
canners’ seeds, and whereas the continuation of this work is of 
vital importance: Be it therefore 

Resolved, That we approve of the work of this Corporation 
and recommend its support to all of our members. 


RESOLUTION No. 6. 


~ Whereas the office of the Wisconsin Canners’ Association at 
Madison, under the able direction of Mr. W. E. Nicholoy, has 
continued to function throughout the past year in its customary 
efficient manner: Be it therefore 
Resolved, That the members of this Association, in session 
this day, most heartily approve of the work of Mr. Nicholoy 
and his assistants and recommend the continuation of this work 
as an indispensable factor of our Association activity. 


RESOLUTION No. 7. 


Whereas the University of Wisconsin has signified a will- 
ingness to continue the Canners’ Short Course for 1927: Be it 
therefore 


Resolved, That we approve of the project and recommend 
the attendance of all of our members. 


RESOLUTION No. 8. 


Whereas the Allied Industries have so graciously contrib- 
uted to the entertainment of the delegates and guests of this 
Annual Convention of the Wisconsin Canners’ Association and 
the Women’s Auxiliary: Be it therefore 

Resolved, That the ‘said associations express in this manner 
our most hearty appreciation of this entertainment to the Allied 
Industries and our cordial thanks for the generous support they 
have given this, our Twenty-Second Annual Convention. 


H. R. BURR, 
WALTER BERG, 


C. F. GREBEL. 

_ Since the 1925 Convention of the Wisconsin Canners’ Asso- 
ciation its ranks have been depleted by the passing to the Great 
Beyond of three of its members and co-workers, which has 
— the Memorial Committee to draft the following reso- 
utions: 

Whereas it has pleased Divine Providence to remove from 


among our ranks three brother canners actively associated with 
us; therefore be it 

Resolved, That the Wisconsin Canners’ Association, in con- 
vention assembled, express its profound regret at the loss of its 
membership of Wm. Reynolds, Sturgeon Bay; J. J. Burro, Sauk 
City, and Art Lau, Hartford. Be it further 

Resolved, That the Secretary of the Association convey to 
the bereaved families 


and their business associates our sincere 
sympathy; and be it further ‘ie 
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Resolved, That a copy of this resolution be carried on the 
records of the Association, that in the future those who will fol- 
low us in the conduct of this great industry may know the names 


of those who have preceded them in passing to their great 
reward. 


Memorials Resolution Committee—H. P. McDermott, C. F. 
Grebel and A. T. Hipke. 


REPORT OF AUDITING COMMITTEE. 


The Auditing Committee beg to report that they have made 
a thorough audit of the books of your secretary and treasurer, 


and find the records to be complete and to balance in every 
detail. 


The secretary and treasurer are entitled to the full appre- 
ciation of this Association for the service and business-like meth- 
ods that they have conducted their respective offices. ne 

Respectfully submitted, Wm. Opitz, W. S. Siebert, Auditing 
Committee. 

The exhibitors in Machinery Hall were as follows: 


In Kilbourn Hall. 


John H. Allan Seed Co., Sheboygan, Wis. 
Anderson-Barngrover Mfg. Co., Chicago, Ill. 
Albert T. Bacon & Co., Chicago, Ill. 
Chisholm-Syder Co., Inc., Niagara Falls, N. Y. 
Everett B. Clark Seed Co., Milford, Conn. 
Colonial Salt Co., Akron, Ohio. 

Continental Can Co., Syracuse, N. Y. 

Dallman & Cooper Supply Co., Fond du Lac, Wis. 
Albert Dickinson Co., Chicago, Ill. 

Hansen Canning Machinery Co., Cedarburg, Wis. 
Hummel & Downing Co., Milwaukee, Wis. 
Huntley Mfg. Co., Silver Creek, N. Y. 

N. B. Keeney & Son, Inc., LeRoy, N. Y. 
Kieckhefer Container Co., Milwaukee, Wis. 

Fred H. Knapp Corp., Ridgewood, N. J. 

Leonard Seed Co., Chicago, Ill. 

Messcher, Sanborn & Holmes, Inc., Chicago, Ill. 
Morton Salt Co., Chicago, II. 

Northwestern Litho. Co., Milwaukee, Wis. 

A. W. Pinger, Minneapolis, Minn. 

Rogers Bros. Seed Co., Chicago, Ill. 
Staub-Richardson Co., Waukesha, Wis. 

United States Can Co., Cincinnati, O. 

Waldorf Paper Prods. Co., St. Paul, Minn. 

West Disinfecting Co., New York City. 
Wilmanns Bros. Co., Milwaukee, Wis. 

Worcester Salt Co., New York City. 


In Junear Hall. 
Acme Chemical Co., Milwaukee, Wis. 
- Ahdawagam Paper Prods. Co., Wisconsin Rapids, 
is. 
American Can Co., New York City. 
Berlin-Chapman Co., Berlin, Wis. 
Crary Brokerage Co., Waukesha, Wis. 
F. G. Findley Co., Milwaukee, Wis. 
Gallatin Valley Seed Co., Bozeman, Mont. 
Frank Hamachek Mach. Co., Kewaunee, Wis. 
R. J. Kittredge & Co., Chicago, III. 
McGill Colortype Co., Minneapolis, Minn. 
Meinrath Brokerage Co., Kansas City, Mo. 
Nicholls, Notrh, Buse Co., Milwaukee, Wis. 
Nevison-Weiskopf Co., Cincinnati, Ohio. 
Permutit Co., New York City. 
Reeves-Bond Sales Co., Columbus, Ind. 
A. Geo. Schulz Co., Milwaukee, Wis. 
Scott Viner Co., Columbus, Ohio. 
Sinclair-Scott Co., Baltimore, Md. 
Sprague-Sells Corp., Chicago, Il. 
U. 8. Printing and Litho. Co., Cincinnati, Ohio. 
Lansing B. Warner, Inc., Chicago, Ill. 
Wisconsin Brokerage Co., Milwaukee, Wis. 


g 
4 
: 


November 15, 1926 THE CANNING TRADE 


19 


A Container worthy of your Product 


N the dealer’s shelf, your 

product sealed within con- 
tainers MUST compete largely 
on the basis of appearance. 


When the container is opened 
the contents must then compete 
on a basis of quality which de- 
pends to no moderate extent on 
the protection afforded by the 
container. 


Wheeling Sanitary Cans, ac- 
curately lithographed, plain or 
coated as you choose, are a sen- 
sible and dependable combin- 
ation of best in appearance and 


Whe elin g 


turning black by using 
Wheeling enamel-lined 


Can Company 


Wheeling, West Virginia 


best in the art of can manu- 


facture. 


Let them help your product 
make good in this age of keen 
competition. 


With the Wheeling Automatic 
Non-Spill Four Roll Single Spin- 
dle Closing Machine the user of 
Wheeling Cans obtains greater 
efficiency and economy. The 
Wheeling Automatic Closing 
Machine has an output of 60 to 
70 cans per minute. During the 
sealing operation the cans re- 
main stationary thus pre- 
venting any loss from spill- 
ing. 
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Another Good Man Gone Wrong. 


Joe Weix, the man who couldn’t be felled, has for a 
long time been a target for Dan Cupid, and at last Dan 
hit his mark by shattering Joe’s heart, only to be res- 
cued by a very fine little lady. Yea, Joe brought her 
along to show her how well the boys behave. Yea, he 
was late getting here, too. It’s not his fault now. 

Congratulations, Joe, and good luck, and may aii 
your troubles be little ones. 


Moving Pictures of Plants. 


Sam Gorsline has been doing some good advertis- 
ing. This past canning season he personally has gone 
out with a moving picture camera, filming the complete 
operation of a cannery from the raw products, making 
every operation through the cannery to the finished 
cased product. He is showing these under the caption 
of A. B. Cookerlogues, which includes a story of peas, 
corn, meat, milk, tomatoes, cherries and general fruit 
_eanning. These films are available for any canners’ use 
or for educational purposes from either the Baltimore 
or Chicago offices. 

If Sam is not careful he will lose his job, as pro- 
fessional photographers are already looking him up to 
teach them the game. Hollywood will get him yet, Mr. 
Stare says. 


A Canned Foods Week Dinner was put on last 
week at Madison, Wis., calling together all the retailers 
to coach them on a merchandising plan in order to put 
the Week over bigger and better than ever. One re- 
tailer in Madison moved a thousand cases of goods dur- 
ing the “Week” last year. They have a mark to shoot 
at. 


SELLING BY LONG DISTANCE. 


SALMON broker on the Pacific Coast tells of ob- 

taining a $7,000 order from an Eastern jobber 

through the timely use of a long-distance tele- 
phone call. The broker was on one of his periodical 
tours of the Eastern markets. A call was made on a 
buyer with whom the broker had not heretofore been 
able to establish a business relationship. In the course 
of the visit it developed that the buyer was in the mar- 
ket for a particular brand which he had not been able 
to obtain. The broker knew where it could be secured. 
To hasten the shipment and make sure that the goods 
could be shipped under conditions exactly specified by 
the buyer, a long-distance telephone call was made to 
the Coast. Terms and the buyer’s requirements were 
discussed, resulting in the closing of the deal at once. 


PEAS IN THE DIET. 
By Abby L. Marlatt, Director Home Economics, Uni- 
versity of Wisconsin Madison, Wis. 


ROM early times legumes, of which peas are chief, 
have always stood high in favor. In the Book of 
Daniel we find: “Prove thy servants, I beseech 

thee, ten days; and let them give us pulse to eat, and 
water to drink.” From that time to this the value of 
peas in the diet of man has been “proved” until today 
the pea industry in Wisconsin alone has provided over 
two cans a year for every person in the United States. 
The wisdom of the ages has been confirmed by modern 
research, for the pea has been found rich in protein, 
sugar and starch; and when served with bread or other 
wheat products it is a balanced muscle builder. 
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When milk is added to this combination one may 
rest assured that the body wants are met, for the pea 
is now known to be also a source of vitamins. The 
younger the early variety pea the richer it is in the 
antiscorbutie vitamin C,* while at any age other vita- 
mins, as A and B, are present. 

Even the time-cherished belief that the fresh peas 
from the garden are better than the canned peas has 
now been thoroughly disproved, as studies show that 
the commercially canned peas retain more of the vita- 
mins than peas home-cooked in the open kettle. In 
view of this, using canned peas is an excellent short cut 
in economy of time and money. This delicious vegetable 
is not only wholesome and easy to prepare, but it also 
ranks as one of the leading products of the state. 


Which Type Do You Like Best. 


Two sorts of peas are put up by the commercial 
canners. The early pea is smooth and round with a 
nut-like flavor, and is commercially called the Alaska 
pea. It is known to the consumer as the Early Variety 
Pea. The second is the sweet pea, which is irregular in 
shape, wrinkled and has a flavor very much like fresh 
peas. It is known as the Sweet Variety Pea. 

In the commercial canning there are usually not 
more than two hours between the time the pea leaves 
the field until it is in the can. This means a saving of 
flavor and a quality in the product not possible to du- 
plicate in fresh peas bought in the market and cooked 
at home. The commercial pea is bred especially for the 
canning trade. It is a different type of pea from the 
garden pea and in color is a lighter green. 

After being removed from the pods by special ma- 
chinery designed for that purpose, the peas are thor- 
oughly washed and cleaned and are then separated into 
sizes in a machine known as a grader. This grader con- 
sists of several sections of perforated cylinders, each 
section of a definite size mesh. The No. 1 size of either 
type is that which will go through a perforation 9/32 
of an inch in diameter. The No. 2 will just pass through 
10/32 of an inch, the No. 3 11/32 of an inch, and the No. 
4 12/32 of an inch. 

In the trade these different sizes used to be known 
by names such as “petit pois” for the No. 1 size; “extra 
sifted” or “extra fine” for the No. 2s; “sifted” for the 
No. 3s, etc. The abuse in the use of these trade names 
prompted the Wisconsin canners to request a law re- 
quiring the label to show the true size number, such as 
“Size 1,” “Size 2,” etc. All the Wisconsin labels will 
now be found to show the size number and also the va- 
riety name. As the size of the peas increases in the 
“early variety” the protein and starch increases, the 
sugar and vitamins decrease. On the other hand, the 
No. 2 “sweet variety” compares favorably with No. 1 
early variety. This holds true for the larger sizes. 

The pod-run peas contain all the sizes from 1 
through 4 or 5. Some factories put out a type of can- 
ned pea labeled with this designation or “ungraded for 
size.” The product tastes like the home-grown pea, but 
its variation in size makes it less valuable for decora- 
tive purposes in service. 

Commercially canned peas are put up in liquor 
made of well water to which is added the right propor- 
tion of sugar and salt to preserve and enhance the 
flavor and quality of the peas. This liquor is rich in 
food value and should not be thrown away. Peas in 
canning absorb a greater amount of this liquor in pro- 
portion to their size and maturity, due to the absorp- 


*Rich in the food substance which aids in controlling scurvy. 
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Bliss No. 15K Automatic Flanger 


The list of can manufacturers who have for years 
used the Bliss No. 15K Automatic Flanger in- 
cludes the best known names in the can indus- 
try. These concerns manufacture cans every day 
and must have the best equipment. That a large 
percentage of the machines in these plants were 
sold on repeat orders is a very good indication of 
what the users think of the machine and a user 
knows what the machine will do. Ask a user. 

We build complete lines of Automatic Can 
Making Machinery. High Speed lines for large 
production—Semi-Automatic lines—Hand and 
Foot operated equipment. 


BLISS MACHINERY 
E. W. BLISS CO., BROOKLYN, N. Y., U.S. A. 


Factories: Brooklyn, N. Y. Hastings, Mich. Salem,O. Cleveland, O. 


Sales Offices: Detroit Cleveland Chicago Pittsburgh Philadelphia 
Cincinnati New Haven Rochester 


Foreign Factories and Offices: London, Eng. Turin, Italy Paris, France 


Patented 


No. 452 


MACHINERY, 


391-399 WEST-SPRING STREET 


Cfeo- 


FHOM. A. SCOTT (FORMER MANAGER OF THE LIQUIDATED GEN. MorR: 
CHISHOLM-SCOTT Co. 


QUALITY IN THE SEED 


IS NECESSARY 


FOR QUALITY IN THE CAN 


We grow only quality seed. Our satisfied customers are our best reference. 
We stand on our record. 


Canners’ Varieties of Seed Peas Exclusively. 


GALLATIN VALLEY SEED CO. 


BOZEMAN, MONTANA 


q 

= 

Gi 


22 THE CANNING TRADE 


tion of water by the starch; hence there is a final varia- 
‘tion in the total weight of the peas according to their 
size and maturity. 


No. 2 can usually contains fourteen ounces of peas. 
In the processing of a No. 2 can the time is 35 minutes ; 
in the No. 10 can, which is larger in size, it is necessary 
to process for 60 minutes, at 242 degrees Fahrenheit. 
As this means cooking under pressure, the peas when 
taken out of the can need to be heated only to the boil- 
ing point. Additional cooking is not necessary. The 
liquor in which the product is canned should be served 
with the peas, or if drawn off should be used in soup 
stock, as in the cooking process vitamin B, mineral 
matter, some of the sugar and some of the protein go 
into the liquor. 


Trade Quality of Peas Varies. 


The quality of a pea depends upon the appearance, 
flavor and texture or tenderness. The first quality is 
given the trade name of “Fancy ;” the second quality 1s 
“Extra Standard.” It contains a small percentage of 
more mature peas than “Fancy” quality, but they are 
still tender and of good flavor. The price is lower than 
the “Fancy” quality. The third quality is known as 
“Standard.” It contains a still larger percentage of 
more mature peas, some of which are hard. In buying 
canned peas study the label, as the Wisconsin !abel law 
protects the consumer. 


How to Purchase and Use. 


The No. 1 size pea is always more expensive, as 1t 
represents the smallest portion of the peas from the 
field. It is always ranked high in hotel and restaurant 
service. It is valuable in its protein, sugar and vitamin 
A and C content. For general household use the No. 2 
“Early Variety” and No. 3 or No. 4 Small Variety are 
equally satisfactory. The larger peas have an increased 
calorie or heat value and an increased value in flavor. 

The preference of the family should determine the 
choice after purchasing samples of the different sizes, 
qualities and varieties and studying them not only as 
to flavor but as to variety of use. 


In buying in the market the groceryman will break 
a case giving a reasonable selection of all of the sizes 
of peas put up in the No. 2 can. It is wise to buy by the 
case, thus getting a reduction in cost. For small fami- 
lies the No. 1 can will probably be large enough. If the 
consumer knows from her budget of the year before the 
approximate number of cans she will need of the differ- 
ent sizes of peas, she can place her order with her gro- 
cer in the spring for fall delivery, thus getting a reduc- 
tion in price. It is also possible to buy directly from 
the cannery in the locality. 


It does not pay for the housewife to put up peas 
unless she has a very large garden and sufficient help. to 
get the peas in the early morning hours, shell them and 
put them up in a short time, using the pressure cooker. 
This means that town and city women should always 
buy peas commercially canned, though the woman on 
the farm may put up peas if she has the free time. 
Fresh peas may be bought from the commercial sheller, 
but do not under any circumstances buy the Early Va- 
riety unless you intend to cook them in a pressure cook- 
er. The Sweet Variety can be bought and cooked at 
home by the open kettle method. Today we know that 
the open kettle method of cooking peas very definitely 
reduces vitamin C or the anti-scurvy vitamin, but the 
commercial process destroys it less. 
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Select Peas for Their Use. 


Early Variety peas are delicious served as a yege- 
table, and are especially suitable because of their 
smoothness and uniform roundness for garnishing for 
salads, with meats or in soups where the whole pea is 
used. The No. 1 size of pea is a garnishing pea served 
with chops; the No. 2 and 8 sizes are excellent served 
as vegetables, and the No. 4 and 5 are excellent for pu- 
rees and cream soups. In the latter case “Standard 
Quality” of the early variety is the best buy, where the 
increasing quantity of starch is desirable in soups, pu- 


‘rees and souffles. 


The Sweet Variety of pea is essentially for service 
as a separate vegetable because of its excellent flavor, 
though it may be used in all of the ways that the Early 
Variety is used. 


Used Peas in Bill-of-Fare. 


The garden pea and the canned pea are both inad- 
equate muscle builders when used alone, but when 
served with wheat bread or sweet corn or canned corn 
or with milk, they are a decided aid in muscle building, 
thus reducing the necessity for so much expensive 
foods in the diet. Peas never take the place of milk, 
eggs or meat, but they supplement them. 

Peas lend themselves to the easy planning of the 
well-flavored and well-balanced meal because of their 
color, flavor and food value and the ease with which 
they may be prepared in a short time from the opening 
of the can to the service on the table. 

(This bulletin contains a splendid series of receipts 
for using canned peas, and we recommend every canner 
secure a copy.—Kditor.) 


Ancient Use of Peas. 


Green peas as we know them date back only one 
hundred years, that is, about 1550 they were intro- 
duced from Holland into England. In fact, we are told 
that when Elizabeth was released from her imprison- 
ment in the Tower in May, 1554, she first performed 
her devotions in the Church of Allhallows and then 
dined at a neighboring inn at which the principal dish 
was boiled peas, a “fit dainties for ladies they come so 
far and cost so dear.”’ Shakespeare in King Henry the 
Fourth, Midsummer’s Night Dream and in Twelfth 
Night refers to peas and peascod time. 

Dried peas were known and used largely in early 
Greece and Rome, though greén peas have been evolved 
in almost our time from the field pea and the sweet va- 
riety of the garden. 

The earliest translation of the famous Latin poem 
said to have been written in 1100 A. D. by the physi- 
cians of Salerno for the preservation of the health of 
sg eldest son of William the Conqueror, gives in 
jingle: 

Pease may be prays’d, and discommended too, 

According as their nature is to do. 

The Huskes avoyded then the pulse is good, 

Well nourishing not hurtful to the blood, 

But in the Husks they are gnawing meat, 

And in the stomack cause inflations great. 


50 Years of Service to Canners 


Thos. J. Meehan & Co. 


Thos. L. North ) 
_ 4 E. Redwood Street, Baltimore Md. 
BROKERS and COMMISSION MERCHANTS 


Canners’ Accounts Solicited for Tip-Top Buyers. 
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UNITED STATES 


| factories 
CHICAGO BALTIMORE CINCINNATI ROANOKE ST.LOUIS 
J Chicago Sales Office 


lll West Street 
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THE MAINE SARDINE SITUATION 


The packing season among our packers on Maine 
sardines is now entirely concluded. It is now definitely 
assured that the pack of sardines for the entire season 
of 1926 will fall short of the 1925 pack by at least 200,- 
600 cases. 


The pack of 1926, therefore, represents the small- 
est pack of Maine sardines since the war period, with 
the exception of the year 1923, when the pack was also 
short. We remind our friends of the market condi- 
tions existing during the early months of the year 1924, 
when, owing to the limited pack of 1923, the price of 
keyless oils soared to $4.75 a case. 

Maine sardines are in a similar statistical position 
today. There is every indication of a steadily advanc- 
ing market through the fall, winter and spring. 

Sales have been quite liberal for the past several 
weeks. We are hopeful that we will be able to give due 
notice of the next advance in prices on sardines, but of 
this we cannot by any means be sure. 

Our friendly advice to our buyer friends is to pur- 
chase liberally of Maine sardines at present prices 
while the opportunity is still open. 

Do not permit your trade to forget for one moment 
that the sardines which we offer are of the highest 
quality, and that that portion of the Maine sardine in- 
dustry which this Company represents takes pride in 
the product which it offers to the public. 

MAINE CO-OPERATIVE SARDINE COMPANY. 


L. P. Flanigan. 


Is your Brand protected? Our 


trade mark bureau is at your 
service. Ask Gamse—‘“‘He knows” 


BRO 


Lithographers 
| GAMSE BUILDING | 
:| BALTIMORE MARYLAND 


BUSINESS TURNING TO MARKET RESEARCH 


More Than 300 Agencies Engaged in Making Analyses 
‘of Various Commodity Markets—Commerce De- 
partment Publication Provides Inventory of 
Research Work Already Accomplished. 


HE increasing application of scientific methods to 

i solve the various problems connected with mod- 
ern marketing is revealed in a compilation en- 
titled “Market Research Agencies,” released today by 
the Department of Commerce. This publication, which 
has the commendation of the National Distribution 
Conference, constitutes an inventory of accomplish- 
ments in the field of market research. More than three 
hundred agencies, it shows, at different times have 
made studies of some phase of marketing. Besides the 
many government and state bureaus, these include 
chambers of commerce, co-operative marketing asso- 
ciations, newspapers, magazines, universities, adver- 
tising and other private business concerns. Markets 
for all sorts of commodities have been analyzed, includ- 
ing such widely different items as automobiles, dairy 


products, peanuts, electric appliances and canned 
foods. 


—Since 1913— Reference: Equitable Trust Co., Baltimore 
CANNED FOODS BROKERS COMMISSION MERCHANTS 


Howard E. Jones & Co., Inc. 


200-202 E. Lombard St. at Calvert St., Badtimore, Md. 
$ 


The Tomato Crop 
and Pack are Short! 


How can the tomato Seed Crop be 
anything else? Next Spring Tom- 
ato Seed may be riding high. 


Cover your requirements now from 
our Pedigreed, Disease resistant, 


Tomato Seed— 


MARVEL 
COLUMBIA 
NORTON 


Before prices advance. 
Highest Bank and Commercial re- 
ferences as to our reliability. . 


Sunni-Glo Gardens Inc. 
Boiling Spings, Pa. 
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MANUFACTURERS OF 


Green Pea Viners 
Green Pea Feeders 
Green Bean Snippers 


Green Bean Graders 
Green Bean Cleaners 
Green Bean Cutters 


Can Markers 
Lift Trucks 


Conveyors 


Special Machinery Built to Order. 


SPECIAL AGENTS: 


A. K. ROBINS & COMPANY, INC. 
Baltimore, Md. 


LEAVITT & EDDINGTON CO. 
gden, Utah 


BROWN BOGGS FOUNDRY & MCH. CO. Ltd. 
CHAIN DRIVE TO STRAW CARRIER Hamilton, Ontario 


CUT BEVEL GEARS MOUNTED IN RIGID FRAME 


CHISHOLM-RYDER CO., INC. 


NIAGARA FALLS, N. Y. 


SUCCESSOR TO 
CHISHOLM SCOTT CO. S. M. RYDER & SON 


Columbus, Ohic & Niagara Falls, N. Y. Niagara Falls, N. Y. 


LANDRETH’S SEEDS 
When you think of Seeds, think of Landreth, either for spot or 
future. We are the oldest Seed House in America, this being our 


142nd year. If we had not given good seeds, good attention to 
business, and tair prices, we could not have existed so long. 
Write us for prices on any variety, in any quantity, at any time. 


D. LANDRETH SEED COMPANY 


Established 1784 | BRISTOL, PA. 
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With so many organizations working along the 
same general lines, as was evidenced at the Conference 
on Market Research held at the Department of Com- 
merce last month, the possibilities of duplicating work 
already accomplished are always present. To remedy 
this situation the Domestic Commerce Division of the 
Department undertook the compilation of this source 
of sources for market information. Henceforth, it is 
pointed out, any organization which intends to analyze 
the marketing of a given commodity can determine 
without delay just what has been done by other agen- 
cies in the same direction. At the same time it will be 
possible for the manufacturer, the farmer, the whole- 
saler and the retailer to ascertain what information is 
available in connection with the marketing of his own 
particular product. 

According to Commerce Department officials, it is 
the intention to revise this list of market agencies 
annually, including in the new issue all the publications 
on market information which have appeared during 
the past year. This new guide to available informa- 
tion on domestic marketing, it is pointed out, is another 
step in the Department of Commerce’s program of 
waste elimination, and one that is destined to effect 
substantial savings in money, time and effort. 

“Market Research Agencies” is published as Do- 
mestic Commerce Series No. 6. Copies may be ob- 
tained for 15 cents from the Superintendent of Docu- 
ments, Government Printing Office, Washington, D. C., 
or from any of the branch offices of the Department of 
Commerce which are located in the most large cities. 


FOOD OFFICIALS INSPECT SHIPMENTS OF 
SAUERKRAUT 


AUERKRAUT shipments coming within the juris- 
diction of the Federal food and drugs act will be 
watched by food inspectors to determine if the 

sauerkraut meets the Federal standard announced last 
year, say Officials of the Bureau of Chemistry, U. S. 
Department of Agriculture, charged with the enforce- 
ment of that act. Preliminary examinations of a few 
shipments indicate that some of the sauerkraut now 
being placed upon the market falls below the standard. 


The definition and standard for sauerkraut as pub- 


lished last year in Food Inspection Decision 196 is as 
follows: 


“Sauerkraut is the clean, sound product, of char- 
acteristic acid flavor, obtained by the full fermentation, 
chiefly lactic, of properly prepared and shredded cab- 
bage in the presence of not less than two per cent (2%) 
nor more than three per cent (3%) of salt. 


“Tt contains, upon completion of the fermentation, 
not less than one and one-half per cent (1.5%) of acid, 
expressed as lactic acid. Sauerkraut which has been 
rebrined in the process of canning or repacking contains 


not less than one per cent (1%) of acid, expressed as 
lactic acid.” 


Appropriate action will be taken in reference to 
any shipments found to be in violation of the Federal 
food and drugs act, say the officials. 


You may have noted the casual report to the effect 
that immense quantities of Italian tomato paste have 
been sent back as unfit, showing that our food author- 
ities are on the job. 
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AMERICAN PICKLE AND CANNING COMPANY 
CHANGES HANDS 


N interesting announcement to the trade has just 
been made concerning the sale of The American 
Pickle and Canning Company of Wiggins, Miss., 

to new interests, sale having been consummated at 
Cleveland, Ohio, on October 26th. 

The American Pickle and Canning Company was 
established twelve years ago, and had already achieved 
a reputation for quality products. The Company has 
now been purchased by Cleveland investors acting for 
and on behalf of the Widlar Company, of Cleveland, O. 

The new owners state that the name will be imme- 
diately changed to The American Pickle Company, of- 
ficers to be C. W. Brand, president and treasurer; A. 
Van Rooy, vice-president; F. A. Brand, vice-president ; 
H. W. Madison, vice-president and secretary, who are 
now all officers and directors of the Widlar Company. 
It is the intention of the new management to operate 
The American Pickle Company independent of but in 
co-operation with the Widlar Company. 


The deal is stated to involve close to a half-million 
dollars, and is considered one of the important happen- 
ings in the history of the pickle industry, for the rea- 
son that it will closely weld northern and southern 
pickle interests. 

Before making this purchase the new interests, 
only after exhaustive investigation, thoroughly satis- 
fied themselves that cucumbers from this district, when 
properly grown and scientifically processed, would pro- 
duce pickles equal, if not in fact superior, in quality to 
any grown in the United States. Investigation devel- 
oped that the territory in which Wiggins and the trib- 
utary country is located is apparently one of the garden 
spots of the south for growing high quality cucumbers. 

This present purchase by interests acting for the 
Widlar Company immediately following their purchase 
and equipping of a large new pickle plant at Cleveland, 
now places this company among the important pickle 
packers of the country. 

It is the intention of the Widlar Company to trans- 
fer part of its experienced Cleveland staff to The 
American Pickle Company under the direction of N. W. 
Madison, who will be the executive head in charge of 
the new operation. 


We might add that the Widlar Company was es- 
tablished in 1855, and therefore has a record of over 
seventy years’ success in business. The Widlar Com- 
pany originally started as a tea, coffee and spice spe- 
cialty house. In recent years they have considerably 
broadened their field of manufacture, adding extracts, 
mayonnaise, salad dressing, sandwich spread, French 
dressing and other manufactured food products. With- 
in the past twelve months they have embarked in the 
pickle business with a large new plant at Cleveland, 
and now add to that operation the purchase of The 


American Pickle and Canning Company, at Wiggins, 
Miss. 


Considering the progress of the Widlar Company 
and the aggressive men back of that conipany, we pre- 
dict big things for the new American Pickle Company. 


A NEW ADVERTISING FIRM 


Announcing the opening of Weinstock, Landsheft 
& Buck, Inc., advertising, merchandising, 1001 Genesee 
Building, Buffalo, N. Y., Monday, November 8, 1926. 
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GOOD 
SEED PEA 


STOCK 


above the average. 


THE CANNING TRADE 


‘Peas That 
Please” 


| id takes exceptionally good seed pea stock to produce the kind of High Quality 
canned foods that keep everyone, down to the consumer, convinced that 
yours is a line worthy of their continued patronage. 


that matures evenly in the field, always uniform, and up to a standard that’s far 
We're always equipped to meet your requirements. 


We have the kind of stock 


NICHOLLS, NORTH, BUSE CO., MILWAUKEE, WISCONSIN 


EASTERN SALES AGENTS 


Brotherton-Kirk Seed Co. 


BOZEMAN, MONTANA 


ROTARY RINSER 


the best advantage. 


The Kiefer SPRAY CONVEYOR Washes the 
containers after they are capped. Brings them to the 
labeler free from the product that has been’ splashed or 
spilled upon them—ready to display your product to 


KIEFER WASHING EQUIPMENT 


As an aid to production and low cost operation, no 
plant can afford to be without these two units. 


The Kiefer ROTARY RINSER washes jars, bottles, 
tumblers before filling. Assures you of a clean package for 


your product. 


For cold or hot water rinsing, or hot water rinsing and 


steam sterilization. 


Cincinnati, Ohio 


SPRAY CONVEYOR 


Write for our catalog of food product packaging equipment. 


THE animes KIEFER MACHINE COMPANY 
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Wanted and For Sale. 


This is a page that must be read each week to be appreciated. 
what is offered here, but it is possible you will be a dozen times in the year. 
your opportunity your time is lost, together with money. 


You are unlikely to be interested every week, in 
If you fail to see and accept 
Rates upon application. 


For Sale— Machinery 


FOR SALE---Large stock new and practically new 
Canning Machinery at bargain prices. Write for catalogue. 
A. K. Robins & Co., Inc., Baltimore, Md. 


Machinery—Wanted 


WANTED— 
1 Style C. Huntley Blancher 
1 4-x 4 Cider Press 
1 Buffalo Meat Chopper 
1 Small Size Continuous Cooker 
1 Small Filler for half gallon Glass Jugs 
Address Box A-1436 care of The Canning Trade. 


For Sale—Factories 


FOR SALE —Fine Pea, Lima Bean and Tomato factory 
located in small Delaware Town. Water front property. 
Land, buildings and equipment. 

Address Box A-1432 care of The Canning Trade. 


FOR SALE—Fine Tomato and String Bean factory 
located in Anne Arundel Co. Water front property. Over 
14 acres land, building and equipment. 

Address Box A-1431 care of The Canning Trade. 


FOR SALE—Factory. One of Central Indiana’s best 
located, new and up-to-date Tomato packing plants. 
Good reason for selling. 

Address P. O. Box 33, Elwood, Ind. 


FOR SALE—In the greatest fruit belt of Pennsylvania 
one of the largest and best equipped canning plants in the 
East; ideally located in the center of the famous Adams 
County Fruit Belt along the South Mountain where fruits 
and vegetables are grown in quality as well as quantity. 
Have been canning Peas, Beans, Tomatoes, Corn, Sour 
Cherries, Spinach, Beets and Apples. Also fully equipped 
to barrel 30,000 to 40,000 barrels of Apples. Have a mo- 
dern cider mill and vinegar plant connected with the can- 
ning plant witha capacity of seven thousand barrels of 
vinegar. Will sell cheap to a quick buyer. 

D. C. Asper, Aspers, Adams Co., Pa. 


FOR SALE—Modern and fully equipped Tomato Can- 
ning and Pulp Plant in best Illinois Tomato section. 
Address Box A-1438 care of The Canning Trade. 


FOR SALE—Fully equipped Tomato Canning and 
Catsup Plant in best Indiana Tomato section. 
Address Box A-1437 care of The Canning Trade. 


Positions— Wanted 


WANTED-—Position by Superintendent of 17 years experience 
in the manufacture of high grade Preserves, Fruit Jams, fountain 
supplies, etc., now employed but wishes to make achange. Invites 
correspondence. 

Address Box B-1435 care of The Canning Trade. 


POSITION WANTED —Experienced manager seeks change of 
position with concern where practical knowledge of, and experience 
in, other aspects of the business besides ‘pure factory production 
will be value needed. My practical experience includes far1u, fact- 
ory, office and sales; my present position entails management of 
factory, oflice and sales. 

Address Box Box-1439 care of The Canning Trade. 


Hard Knocks Can’t Make Them Wilt 


H&D “Maximum Strength” Canned 
Goods Shipping Boxes stand up under 
the toughest punishment. Here’s proof. 
This H&D box of 24 full quart cans was tum- 
bled down a flight of concrete stairs and against 
a concrete wall at the bottom—TWICE—without 
damage! Write for free samples and prices of 
these “40% stronger” shipping boxes. 

= The Hinde & Dauch Paper Co. 
800 Water St., Sandusky, Ohio 


CORRUGATED FIBRE 
SHIPPING BOXES 
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Machines for Everything 
that is Canned 


and for every canning operation. Whenever 
you require a machine for. 
washing silking pulping 


cleaning trimming syruping 
conveying picking filling 
cutting mixing exhausting 
rading cooking cooling 
blanching hoisting 
or any other canning operation 
remember, 


“If it's used in a-Cannery SPRAGUE-SELLS it.”"—a 
machine for everything that’s canned—equipment for 
. every step in every process. 


Every machine bearing our name is backed with our 
guarantee: Complete satisfaction or money refunded. 
General Sales Headquarters 
Sprague-Sells Corp., 500 .N. Dearborn St., Chicago, IIL. 


Branch Offices 


All Products cooked SUCCESSFULLY, ONLY 
in RETORTS—No Breakdowns! 

IMPROVED STEEL PROCESS RETORT. 
Constructed to use either dry steam or open bath 
process. 


MADE 
BY 


ZASTROW 
MACHINE CO. 


INC. 


1404-1410 
THAMES STREET 
BALTIMORE - MD. 
SUCCESSORS TO 


GEO. W. ZASTROW 


A CORNER OF ONE OF OUR BREEDING GROUNDS SHOWING PEDI- 
GREED ALASKA PEAS AND A CREW MAKING 
INDIVIDUAL PLANT SELECTIONS 


Clark’s Dependable Stock 


Alaska Seed Peas 


Leading canners have been putting up 
QUALITY products for many years 
from our stock. 


It pays to use proven seed. 


We are now booking contract orders 
from 1927 crop and solicit your con- 
tinued patronage. 


STRINGLESS BEANS, CON- 
NECTICUT GROWN SWEET 
CORN and DETROIT DARK RED 
BEETS are also leaders in our items 
of production. 


Your inquiries will receive prompt at- 
tention. 


The Everett B. Clark Seed Co. 


Wholesale Growers 
Milford, Connecticut 


Branch Houses throughout the West. 


q If it’s used 
4 By imbus, jewark, N. Y. Hayward, : 
2 CFR Indianapolis, Ind. Seattle, Wash. Springfield, Mo. 
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ARE YOU CARRYING 


Full Insurance 


At the low cost of full insurance 
with 


CANNERS EXCHANGE SUBSCRIBERS 
at 


WARNER INTER-INSURANCE BUREAU 


it is not wise to assume any risk 
of financial loss by fire. 


LANSING B. WARNER Inc. 
155 E. Superior St., Chicago, Ill. 


j 


| Getting Ready for 1927? 


We are now booking orders 
for 1927 delivery — special x 
discount and dating at time 

| 


of delivery. 


Fruits, Vegetables, Sea Food. 
Write for Catalog. etc. 


A. K. Robins & Co. Inc. 


Baltimore, Md. 


National Tomato Peeling Machine 
Complete plants for all | 


CAN PRICES 


1926 Prices 


The American Can Company announces the fol- 


lowing term contract prices, f.o.b. its factories, for 
standard sizes Sanitary Cans for the Central and East- 
ern parts of the United States, effective January 2 


1926. 
21.34 
26.91 
64.08 


1.00 

American Can Co. 


Why Not Eliminate 


the chief cause of swells and flat sours by the useof 


Clearier and Cleanse” 


which insures a safe, superior, distinctive and 
economical sanitary cleanliness. Order from 
your supply house. 


Over 2,000 distributing ceniers insure prompt 
delivery and short haul. 


The J. B. Ford Co., Sole Mnfrs., Wyandotte, Mich. 


When you buy quality, you are investing; 
When you buy cheapness, you are spending. 


ENRY A RIES & ~~ dy 
6&8 WEST LOMBARD 
BALTIMORE, MD. 

STEAM AND MILL SUPPLIES PIPE FITTERS—BOILER MAKERS 


MACHINISTS 


HEATING, VENTILATING PLAZA 6488-6499 


The new prices represent the following reductions. 
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CANNED FOOD PRICES 


Prices given represent the lowest figure generally quoted for lots of wholesale size, usual terms f. o. b. Baltim nl 
otherwise noted) and subject to the customary discount for cash. ****Many canners "get higher prices for their pres gp 
few may take less for a personal reason, but these prices represent the general market at this date. 


Baltimore figures corrected by these Brokers: (t) Thos. J. Meehan & Co. (8) A. E. Kidwell & Co. (*) Howard E. Jones & Co. 
New York prices corrected by our Special Correspondent. 
Canned Vegetables - CANNED VEGETABLES PRICES—Cont'a CANNED FRUITS—Continued 
White Mam., Peeled, No. 3%....... 3.15 2% Seconds, 
Green Mammoth, No. 3.05 Standard. No. 10... 4.50 Pies U aN No. 3.. 
White, Medium, No. 3.00 Standard, No. 2%......... 1.30 ©. 6.00 7.80 
Green, Medium, No. 2%......... Standard, No. PEARSS§ 
White, Small, No. 4.25 5.10 Seconds, No. 2, in Water....... 
ips, xtra s. n Syru 
Tips, White, Small, No. 1 sq....3.25 3.25 Seconds, No. 3, in’ 
Tips, Green, Mam., No. 1 sq. +++ 3.55 3.50 Standards, No. 3, in Water..... 1. 40 1.75 
Tips, Green, Small, No. 1 sq....3.20 3.30 Standards, No. 3, in Syrup..... 
SWEET POTATOES} Extra Stds., No. 3, i fore — 
BAKED BEANS? Standard, No. 2........ 1.20 PINEAPPLES 
Plain, No. 1..... Ce a Standard, No. 2%....... : 1.35 Bahama, Sliced, Extra, No. 2.. 
In Sauce, 18 -65 Standard, No. 3....... 1150 a, 
Plain, No. 67% Standard, No. 4.00 4.75 Sliced,’ Ex. ra, No. 1.75 eee 
Plain, No. 3...... Hawaii, ‘Sliced, No. 2. 
In Sauce, NO. -1.40 1.55 Fancy, No. 2, f.0.b. County......... Hawaii Seed, Ne 2.50 2.45 
4.25 4.50 Fancy, No. 3, f.o.b. County......... 1.40 How ed, 2%....2.30 2.25 
Stringless, Std. Cut No.2 .95 1.05 
Stringless, Std. Cut Green, No. 104. 75 65.40 2, f0.b. ‘County. 1.06 we 
Stringless, Std. Who. Gr. No. 2.1.20 1.05 Ext. Std., No. 2% 11:50 
Stringless, Std. Who. Gr. No. io. 5.50 5.60 Ext. Std.. No. 
Stringless, Std. Cut Wax, No. 2. .95 1.00 Ext. Std., No. 3, f.0.b. Gounty..1.55 9111: ts 
Stringless, Std. Cut Wax, No.10.4.50 5.25 Ext. Std.’ No. 10 plese : i 
Limas, Fancy Green, No. 2.....2.40 2.25 Ext. Std., No. 10 to.b. “County 
Limas, Std. White & Gr., No. 2.1.50 1.50 Std. No. 1, £o.b. County........ 160... seee 
Limas, Std. White & Gr., No. Std. No. "92% 
Limas, Soaked, No Std. No. 2, f.0.b. “County. 
Red Kidney, Std No. 00 1.15 STRAWBERRIESS§ 
Red Kidney, Std. No. 10..... - 5.00 Out Std. No. 2% ‘fob. County heel plone Extra Standard, s N. 
Std. No. 10, f.0.b. 4.65 Preserved, No. 1138 
ut, No. 2..... «awe Standard, Water 10.5 
Whole, No. 10........ 14.25 4.75 TOMATO PUREEt Fancy, 
5.50 Std. No. i, Stock. 55 ancy, 10s ......... 15.25 
Std. No. 1, 152% Canned Fish 
Std. Diced, No. 2. vevesseeeneeees 1208 1.15 Standard, No. 2, Factory, 18 0z.1.40 1.65 
Std. Diced, No. 4.75 Fruits LOBSTER* 
Factory Flats, 1 lb. 
CORNt¢ 4.00 Flats, % tb. cases, 4 — 
Std. Evergreen, NO. Michigan, No. 10 3.75 Flats, 1 
Std. Evergreen, No. 2, f.o.b. Co. .90 95 New York, No. OY T 2.45 
Std. Shoepeg, No. 2......++.- Pa., No. 10 ERS* 
Std. Shoepeg, No. 2, f.0.b. Co... .90 -95 Md., No. 3...... Standards, 4 1.60 
Ex. Std. Shoepeg, No. 2.........1.05 1.10 Md. No. Standards, 5 oz............ 221550 1170 
Ex. Std. Shoepeg, No.2, f.0.b. Co.1.00 APRIC Standards, 8 oz...... 
Fancy Shoepes, No. £.0.0. Co.1.16 1.18 ICOTS Standards, 10 oz................ 2.95 3.30 
Std. Crushed, No. .. .90 1.00 California Standard, No. 2%........ 2.35 Selects, 6 2.40 
Std. Crushed, No. 2, f.o.b. Co... .85 95 California Choice, No. 2%........... 2.85 SALMON# 
Ex. Std. Crushed, No. '2........-1.00 1.10 California Fancy, No. 2%........... 3.00 Red Alask: 
Ex. Std. Crushed, No.2,f.0.b. Co. .95  .... BLACKBERRIES§ 4.00 2.90 
HOMINY} Standard, No. 1.35 
-+3.25 3.60 Standard, No. 2, Preserved.....1.90 2.00 Pink, Tall, No. 
IXED VEGET ESt Standard, No. 2, in Columbia, Flat, No. 1..... 
Standard, No. 2 ...+esseees+++01.00 1.20 BLUEBERRIESS Columbia, Flat, No. %............ 2:55 
Standard, No. 80 5.00 Maine, No. 2 2.95 Chums, Tolls 
4.65 5.10 Maine, No. 12.00 SHRIMP* 
OKRA AND TOMATOES} Dry, No. 1.. 1.50 1.60 
Standard, No. 1.35 1.40 Bad, Water, No 3...1.48 1.68 
Extra, Preserved, Syrup, No. 2..1.90 2.20 SARDINES—Domestic, per Case* 
PEAS} Red Pitted, F. O. B. Eastport, Me., pack 
No. 1 Sieve, No. f.o.b. County. 1. “30 California Standard 2%s .........-- ¥% Oil, Key, Carton ............. 
20 1.50 California Choice, No. 2%.......+--. 2.90 ¥% Oil, Decorated ........... 
No. 2 Sieve, No. 2, f.0.b. County. California Fancy, No. 2%4....... Tomato, 
No. 3 Sieve, No. sees 1.25 Mustard, Keyless ............ 
No. 3 Sieve, No. 2, f.0.b. County. “98 1.05 Standard, N % Mustard, Keyless ............ 
No. 4 Sieve, NO. Standard. 1.20 California, per case.......... 
No. 4 Sieve, No. f.0.b. “County. ‘ 1.00 5.50 5.50 aces 
No. California Std., No. 2%, Y. 2.20 California, 4s 
10, No. 4 5.25 California Choice, No. 2%, ¥. C.2.60 2.55 
No. Now 8 Sieve... California Fancy, No. 2%....... 21.00 23°0 
Std. No. 4 Sieve, No. i.::. Out Extra Sliced Yeliow, No. 1......1.10 1.40 California. 
“Ex. Std., No. 2 Sieve, No.1 .85 .95 Standard White, No. 2........ ta, Vin... 
Fancy Petit Pois, Standard Yellow, No. 2.........1.40 .... California, %s Striped 
Standard, No. 1.00 Standards, White, No. 8........ es. 7.50 
Standard, No, Standards, Yellow, No. 3.-.--... 
Extra Standard Yellow, No. 3...1.85 Maine Sardines where buyer specifies brand. 
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BALTIMORE, NOVEMBER 15, 1926 


WEEKLY REVIEW 


Canned Foods Week Should Be Shared in by Every 
Canner—Demand Continues Quiet—Bargains 
in Tomatoes at This Time—Corn Offer- 
ings at Low Prices—Sweet Potatoes 
Surprise—Fruits Quiet. 


HE WEEK -—If you have not already gotten busy 

with Canned Foods Week, that is busy trying to 

unload the grocers’ shelves of the canned foods 
now on them, you ought to begin at once. Go into him 
and tell him to take advantage of the big opportunity 
and the immense amount of advertising that is being 
done. He is busy and may not be aware of it, as he is 
a poor reader as arule. If you tell him about it, and 
ask him to place one of the banners over an especially 
arranged pile of canned foods, and have this upon one 
of the most prominent parts of his counter, with cans 
opened in glass dishes so that the visiting purchasers 
will see them, he will probably welcome the news and 
do it. You will be helping yourself when you do this, 
whether he is selling your goods or somebody else’s. 
Because if we can empty the shelves of the retailers, 
all over the country, the demand will soon come 
through to you and empty your warehouses. 

Here in Baltimore the effort is being confined to 
some fine newspaper advertising, advising the public 
that this is Canned Foods Week and that their grocer 
has a display on hand for their inspection. A copy of 
this first advertisement was sent to every grocer, tell- 
ing him that this and other advertisements would ap- 
pear in the papers, urging the people to come to him, 
inspect the line of canned foods. and ask about them. 
And the ads urged the people to lay in their winter 
stocks of canned foods now, just after the harvest has 
been completed. The grocers are not fools, and will 
gladly co-operate with this move to help them sell off 
their stocks. This is bringing Canned Foods Week 
right to them, compelling their attention and the re- 
sults cannot be other than good. And we note that 
many other sections of the country are following this 
same plan of forcing. action: 


There could be no more important market informa- 


tion or action than this, but we often wonder what the 


retailers must think of the canners right in their own 
towns who do nothing during this time. Be broad- 
minded enough in this to set aside your pride and go 
into your retailers, even if they sell none of your goods, 
and advise them to cash in on the week. Such action 
will raise you in their estimation, will lend meaning to 
the week, and later on they may come to the conclusion 
that it would be well to push home-packed goods, your 
own goods. Whether you have contributed towards 
the expense of the Week or not, at least show the gro- 
cers that you are supporting your industry’s efforts. 
You will find it nice, agreeable work, and well worth 
while. 

HE MARKET-—The demand for canned foods con- 

tinued quiet this week with only routine business 

being done. The answer is that wholesalers and 
jobbers are busy working off their stocks, and that they 


want to see them moving better before they all further 
to their holdings. 


OMATCOES -In tomatoes it is hard to realize that 
I any far-sighted buyer would fail to cover his re- 
quirements up to next packing season while the 
prices are at their present level. These prices are in 
fact slightly reduced this week, showing that some can- 
ners have forced their goods on the market, and this 
despite a known shortage, particularly in this section. 
It is possible that prices may not improve until after 
the holiday season, as there is always an interruption 
to general trading during that time; but it is almost 
certain that prices on canned tomatoes will advance, 
and possibly sharply, with the turn of the year. The 
cue in this to the keen holder of tomatoes is to put them 
away and await the better market. Many of the to- 
mato canners are doing this, and will not listen to or- 
ders at the present market. 

California is winding up its tomato packing and 
will not have more than enough to supply its local de- 
mands. Figures on the year’s pack are not yet out, but 
they are hardly needed, for even the buyers know that 
there have not been enough tomatoes canned to see the 
season through. If the market were in normal buying 
humor there is hardly any doubt but what tomatoes 
would be ruling from 10c to 15c per dozen higher nght 
now than they are. It is said that there have been sales 
of No. 3 tomatoes in the country at $1.3714, a very low 
price under the circumstances, and the same reports 


name 9714c on No. 2s. This bargain season cannot last 
very long. 


| 
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ORN-Corn is suffering from the rumor mill, 

though it is known that a good many canners, in 

all sections of the country, have been moving 
their stocks at concessions, prices as low as 90c being 
not uncommon, and 85c is not unknown. The uncer- 
tainty as to the carry-over from last season and as to 
the actual size of this year’s production is the cause of 
this uneasiness. And yet despite this the demand for 
corn is better, if anything, than the demand for toma- 
toes. Those in a position to know say that the corn 
pack in this Tri-State region was light, and we have 
heard of no place in the Central West where it was 
heavy. Corn is, therefore, in good position, and when 
the buyers come back into the market it will receive 
good attention. 


EAS—tThe effect of the good move made by the 
Wisconsin canners to advertise canned peas has 
not had time to show itself, but it is easily pos- 

sible that bargains in peas will soon disappear. The 
pea market this week shows no price changes whatever, 
but we believe we can record a better feeling among the 
canners. It is to be hoped that all pea canners are lin- 
ing themselves up with this advertising plan, and send- 
ing in their pledges for the funds needed. We hold the 
pea canners, as a class, above permitting others to pay 
for their relief. Because it is not only a question of 
getting rid of the present surplus, but if these canners 
expect to operate in 1927, of providing the market for 
those packs. 


EANS -The baked bean packers of this immediate 
B section have not indicated higher prices as a re- 
sult of the dried bean market, but these advances 

will no doubt come along soon. 


In stringless beans the market continues to im- 
prove in tone, though there are no changes to note in 
the prices. The stocks here are not large, and they 
may soon be cleaned up with any kind of active buying. 


WEET POTATOES—One of the many surprises of 
the year has come in the sweet potato crop. It 
was thought early in the season that the yield 

would be light and the crop short. Just the reverse was 
found to be the case after the harvest began, though 
a good many potatoes were caught by the early frosts. 
But the crop is a big one, and the Government is trying 
to help market it. It is not surprising therefore that 
the prices on canned sweet potatoes are easier. No. 2s 
are quoted this week at 85c, with 214s at $1.10 and 3s 
at $1.15, low prices for this excellent article. A little 
work in sections of the country where sweet potatoes 
are not grown would bring much good business on the 
canned article. They have made their own way in this 
world, and if helped a little by their packers would 
spread rapidly. Here is one of the places where wise 
salesmanship would produce good results. 


PIN ACH—The market is strong on spinach, as the 

S supply is short. There is still some good spinach 

coming to the market, but it is growing less daily 

and higher in prices, and strange as it may seem, de- 

mand for canned spinach, even in face of this known 
condition, is lacking. The market remains unchanged. 

RUITS—The demand for fruits is quiet. Cali- 

fornia reports having well cleaned up its supplies, 

at least to the extent where the canners can rest 

easy, and considering the good packs this is very cred- 

itable. In more eastern sections of the coutnry the 


small fruits are very scarce in cans and firmly held. 
Strawberries, which felt the effect of bad weather, are 
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hard to find, and pitted red cherries are also moving 
into the very scarce and wanted class. 


NEW YORK MARKET 


By “New York Stater,” 
Special Correspondent “The Canning Trade.” 


Testing Out the Market—Canned Foods Week Doings. 
Tomatoes Easier—Peas Easy—Corn Slow. 
Pineapple Strong—Fruit Firm—White 
Tuna Scarce. 


New York, November 11, 1926. 


HE SITUATION —Jobbers have not expanded 
/ their buying operations to any great extent dur- 
ing the past week, and the market is receiving a 
thorough testing out. In a few instances the prolonged 
spell of quiet has been instrumental in forcing prices to 
lower levels, notably on tomatoes and peas, with pos- 
sibly some shading being done on corn. Weakness is 
not general on the items mentioned, however, many of 
the larger canners refusing to accept business at cur- 
rent going prices. 

Canned Foods Week Sales—Chain stores are going 
in particularly heavy on Canned Foods Week this year. 
One prominent chain, in its advertising, says: “Our 
warehouses are bulging with great stocks of the choi- 
cest canned fruits and vegetables from every section of 
the country. Make your selections early while our as- 
sortment is complete. Stock your pantry with summer 
sunshine to cheer the winter days. Remember, ‘if it’s 
canned, it’s fresh’.”” Some of the special Canned Foods 
Week offerings of the chain mentioned are as follows: 


Item Per Cn. Dz. Cns. 
Del Monte peaches, 214s, sliced or clings.$0.22 $2.64 
Del Monte crushed pineapple, No. 2........ Re 1.99 
Del Monte tomatoes, No. 2..........cccccceeeeee 14 1.62 
Pitted cherries, extra fancy, No. 2.......... 29 3.39 
Sliced pineapple, No. 214, fancy.............. 25 2.94 
Hunt’s fancy apricots, No. 214................ 29 3.39 
Hunt’s fancy peaches, No. 21,..............000 27 3.15 
Cranberry sauce, fancy, No. 2.................. 29 3.39 
Tomatoes, standards, No. 2,3 cans for....  .25 1.00 
Cut beans, Argyle brand, No. 2................ 15 1.72 
Van Camp’s tomato soup, 3 cans for........ .20 45 
Corn, std., Headq’rtrs. brand, 3 cans for .27 3.00 
Salmon, fancy red Alaska, No. 1 tall...... .29 3.45 
Shrimp, wet pack, fancy No. 1................ 18 2.09 
Peas, fancy sifted, No. 1.45 
Peas, Lake Mills brand, No. 2...........0...... 15 1.72 
Peas, Magnus brand, No. 2.............ccccccceeee .10 1.19 
Tuna fish, light meat, 14s, flat................ .22 2.54 


The above offerings are typical of the “specials” 
which the chain stores are featuring as their contribu- 
tion to the Canned Foods Week campaign, and should 
go far toward making the movement a success in Great- 
er New York. 

Tomatoes Easier—Some of the Southern packers 
have been offering tomatoes for immediate shipment at 
concessions, evidently in an effort to move out surplus 
stocks before extreme cold weather forces them to 
warehouse their goods. The lowest prices heard thus 
far are as follows: Standard 1s, 5714c; 2s 8714c; 3s 
$1.3714; 10s $4.65, all per dozen, f. 0. b. cannery. All 
of the packers are not offering at these quotations, 
however. Some of the larger factors are holding their 
surplus stocks for prices materially over those quoted 
above, and are of the belief that the market will go 
more their way after the turn of the year. California 
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tomatoes are available on spot at $1.25 per dozen for 
214s and $4.15 to $4.25 per dozen for 10s. Reports 
from Indiana indicate a rather quiet market, with pack- 
ers quoting standards at 95c for 2s, $1.40 for 3s and 
$5.00 for 10s, all at the cannery. 

Peas Easy—It is still a buyers’ market in most re- 
spects on canned peas, although standards have showed 
a stiffening tendency during the past fortnight. Can- 
ners are now making some effort to cut down on their 
holdings of top qualities, and this has been accompa- 
nied by some softening in values on the finer siftings. 
Locally, jobbers appear fairly well covered on their 
prompt requirements, and cimparatively little business 
is being put through on spot. 

Corn Slow—Distributors have found it necessary 
to revise their earlier policy on standard corn, and the 
market is still neglected. Buyers appear sufficiently 
well stocked for the current needs of their trade, and 
they are content to let the canner carry the burden, 
confident that the position of the market is such that 
no marked stiffening in prices may be anticipated. 
Southern packers continue to offer standard crushed at 
8714 to 90c per dozen, with extra standard commanding 
from 95c to $1.00 per dozen at the cannery. Western 
standards are quoted at 85 to 90c per dozen f. o. b. can- 
nery, with reports still in circulation regarding the 
quality of the lower-priced article. Fancy corn has 
shown no important change. 

Pineapple Strong—Jobbers are not disposed to 
offer out any of their surplus No. 2 pineapple, either 
crushed or sliced, although 21% appear in fair supply. 
Reports from the Coast indicate that the Hawaiian 
canners are well sold up on practically all grades, and 
this has strenghtened the situation on pineapple in 
jobbing markets. Demand from retail outlets con- 
tinues active, with prices well held. 

California Fruits Firm—Notwithstanding the 
fairly large packs of fruits on the Coast this season, the 
market has remained in fairly firm position. Jobbers 
are showing some interest in offerings, but are not yet 
buying in a large way to add to their earlier pur- 
chases. Jobbers generally wait until just before the 
end of the year to round out their assortments, finding 
it possible to pick up bargain lots at that time, when 
canners are disposed to close out odd lots at special 
prices in order to facilitate their January 1 stock 
taking. Purchases made at that time by the jobbers 
do not arrive until the latter have completed their 
inventory work, further simplifying matters for the 
jobbers. 

Whitemeat Tuna Scarce—Stocks of whitemeat 
tuna on spot are very light, and “war-time” prices 
prevail in the jobbing market. Up to $25 per case is 
quoted on whitemeat 1s, while halves command $12 to 
$12.50 per dozen. Striped has also been showing more 
strength, with 1s held at $11.00 to $11.50 and halves 
at $6.00 to $6.25 per case. Bluefin 1s are held at $12.50 
per case, with halves commanding $6.75. 

Red Salmon Easy—Offerings of fancy red Alaska 
salmon for prompt shipment from the Coast are mace 
at $2.40 per dozen, and buyers show little confidence 
in the market even at that figure. On spot, jobbers 
quote $2.65 to $2.75 per dozen as to brand. Pinks are 
held at $1.35 to $1.45 on the Coast, but can be had at 
$1.45 to $1.50 on spot. Demand is showing seasonable 
quiet. 

Holiday Items—With Thanksgiving looming up 
ahead and Christmas. and New Year’s just around the 
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corner, wholesale grocers and the chain stores are 
beginning to concentrate on holiday lines. Canned 
plum pudding, chicken soups, cranberry sauce, oysters, 
and fruits are all sharing in this business, with the 
distributors inclined to push these and other holiday 
jines, staple canned foods being temporarily relegated 
to the background. Canned Foods Week comes so 
near the holiday season this year, however, that these 
products are holding the interests of the trade at a 
time when they would normally be quite dull. 


CHICAGO MARKET 


By “Wrangler,” 
Special Correspondent “The Canning Trade.” 


Market for Canned Foods Continues Quiet—Canned 
Peas Have Freshened Up—Michigan Canners 
Still Packing Pears—Demand for 
Canned Foods Good. 


Chicago, October 12, 1926. 


HE MARKET for canned foods continues to be 
f quiet for the big staples without speculative ten- 
dency or anticipation of probable needs. 

There is, however, a fair inquiry for the smaller 
lines of sundries in canned foods and articles which 
have been packed in small volume and which are eithei 
already sold out of wholesalers’ stocks or shorts deliv- 
ered by canners. 


Canned Corn—There is very little demand fron. 
the wholesale grocers for canned corn, though I have 
heard of a few carload sales the past week. 


The buyers at wholesale seem strongly inclined to 
sell their stocks down closely and to keep out of the 
market for the present. Some of them are already using 
the argument that they want to have a very much re- 
duced stock on hand the first of January. It is about 
a month earlier for the use of this argument than cus- 
tomary, but it has been led out and placed on the pro- 
gram. 


Canned Peas—The market for this article has 
freshened up a little with the coming of Canned Foods 
Week, and I have heard of some very fair transactions 
during the past week, chiefly of extra standard grades 
at standard prices, it is reported. . 

The movement on the part of pea canners which 
was initiated at the Wisconsin Canners Convention re- 
cently, to raise a fund to advertise canned peas, has 
given encouragement to the pessimists who have been 
bewailing the large output of 1926. 

The market is without special interest for this ar- 
ticle. I learn from private advices to the brokers that 
the holding of canned tomatoes in Indiana by the can- 
ners is much smaller than supposed. One large estab- 
lishment operating three canneries in Indiana has to- 
day reported to their brokers a list of canned tomatoes 
and tomato products aggregating about 150,000 cases 
on hand unsold, which is a very small hold-over as com- 
pared with previous years. 

This gives the impression that the holdings gen- 
erally of canned tomatoes in Indiana by the canners is 
by no means as great as was supposed. 

Michigan canners have been busy and are still 
busy packing Kiefer and Bartlett pears, and are sell- 
ing them as rapidly as they put them in the cans. The 
sales are not large, but are numerous and of assorted 
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sized cans, the aggregate of cases being in that way 
considerable. 

The sale of canned pumpkin has been larger than 
usual so far this season, and canners have been able to 
make early shipments in ample time for Thanksgiv- 
ing trade. The prices have been low and the quality 
generally fine. Most of the canned pumpkin coming 
to Chicago, comes from Indiana, Illinois and Iowa. 

The output of canned beets this season has proven 
to be of fine quality for the pack of the Central West, 
and canners are packing them in various styles, diced, 
sliced, cut and whole and are selling up their output 
closely. 

The weather has turned sharply cold and we had 
quite a respectable blizzard Tuesday of the past week. 
The cold is continuing and this will stop the shipments 
and receipts of crated vegetables from the South, and 
will have the effect to turn the demand to canned 
foods. 

Wholesale grocers state that the demand for 
canned foods from the retail grocers has been excel- 
lent and that they suppose it has been in anticipation 
and preparation for Canned Foods Week, and that the 
demand has continued from the source named all dur- 
ing the week and for the previous week. 


Chicago is working the Canned Foods Week pro- 
motion more thoroughly this year than ever before, 


has had more money to spend than ever before, and 
has sent it wisely. 


CALIFORNIA MARKET 


By “Berkeley,” 


Special Correspondent “The Canning Trade.” 


But Little Activity—Only Routine Business—Canners 
. Helping to Move Goods into Consumption—To- 
mato Season Over for Many—Only Small 
Amount Unsold—Interest in Spin- 
ach — Asparagus Moving 
Steadily—Coast Notes. 
San Francisco, November 11, 1926. 

HE MARKET -—tThe canned food market is show- 
i ing but little activity at present, as far as busi- 
ness by canners is concerned, and but little is ex- 
pected until after the first of the year. A routine fill-in 
business is being done, but the jobbing trade is chiefly 
interested at present in moving the large stocks bought 
earlier in the season. Very little speculative buying 
has been done this season, and the trade is not inter- 
ested in any lines that may be offered at bargain prices. 
Canners are moré interested just now in seeing 
that the great pack made last season gets into consump- 
tion than they are in attempting to dispose of that por- 
tion of the pack still in their hands. They take the 
broad stand that their goods are not sold when they 
pass into the hands of the wholesaler, or even when 
they are taken over by the retailer, but that the deal is 
completed only when the goods reach the consumer. 
With this in mind leading factors in the business are 
advertising freely and are taking an active part in such 
campaigns as Canned Foods Week. This event is re- 
ceiving more attention in California than former ones 
of the kind, with many business men not handling can- 

ned foods assisting in making the week a success. 
Tomatoes—The tomato packing season has been 
closed by many canners, as tomatoes are now ripening 
slowly, owing to cooler weather. A few plants are still 
in operation and will continue until frost. The demand 
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for the canned product has eased off slightly, but can- 
ners have small unsold stocks, with a market in sight 
for all that have been packed. Prices remain about the 
same as for some time, with but few holders who seem 
willing to shade these to get immediate action. East- 
ern business, which was quite brisk for a time, is 
largely at a standstill. 

Spinach—Buyers have been showing considerable 
interest in California canned spinach of late, but have 
had considerable difficulty in locating sizeable lots. 
Many packers are completely sold up, and none seem to 
have the full range of sizes. Packers in Southern and 
Central California do not make the so-called winter 
pack and will have nothing to deliver until next March. 
Some small quantities from the southern part of the 
state may be available before then. It seems possible 
to secure some No. 214 spinach at $1.60, but the No. 2 
= is closely cleaned up and no quotations are avail- 
able. 

Asparagus—California canned asparagus is mov- 
ing off in such a manner as to suggest that by the end 
of the year there will be practically nothing left in first 
hands, despite the great pack and the carry-over on 
hand at the opening of the season. Lower prices and 
attractive advertising have worked wonders, and this 
aristocratic vegetable is making its appearance on 
tables where it was formerly a stranger. The demand 
for the white grades has been heavier than that for the 
green, and efforts are now being made to stimulate 
more interest in the latter. Many grades of white are 
in very light supply, with some packers entirely sold up. 

Salmon—While a very large pack of salmon has 
been made in Alaska this year, and prices are on a 
much lower level than when the season opened, the 
market is in a good shape and prices now well stabil- 
ized. Fancy red salmon can be had at $2.40 a dozen, 
and pinks at $1.35, but there seem to be rock-bottom 
prices. From time to time sales have been reported at 
lower figures, but in every instance it has been found 
that the fish has lacked something in quality. Other 
Pacific Coast fish are in a firm position, particularly the 
higher grades of tuna, which are very scarce. 

Coast Notes—District membership meetings of 
the California Canning Peach Growers were held in five 
districts the first week in November, the gatherings 
being at Live Oak, Wilson, Modesto, Fresno and Exeter. 
At these gatherings candidates for directors were se- 
lected, and committees named for the coming year. The 
annual meeting of the organization will be held at San 
Francisco, December 7. 

Through the efforts of the Canned Foods Week 
Committee an educational colored moving picture film, 
showing the handling of fruits from the orchard to the 
table, has been booked into several of the leading thea- 
ters of Greater San Francisco. 


Ward S. Harrison, for many years with the G. W. 


Hume Co., and before then with the J. K. Armsby Co., - 


is now with the R. E. Cotter Co., 112 Market street, San 
Francisco. Mr. Harrison is one of the best-known men 


in the canned foods line in the entire country, having 
traveled widely. 


Henry O’Malley, United States Commissioner of 
Fisheries, was a member of a party which left San Die- 
go, Cal., recently on the United States Fisheries Bureau 
steamer Brandt, presumably bound for the coast of 
Lower California. It is understood that the Mexican 
fisheries situation will be looked into, this having as- 
sumed an international aspect through the firing on of 
American, Japanese and Italian fishing buats outside 
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the three-mile limit by the Mexican patrol steamer Te- 
cate. 

Reposts from the Hawaiian Islands place the earn- 
ings of the Haiku Fruit and Packing Co. for 1926 at 
about $7 per share for the 30,000 shares of preferred 
stock, as compared with about $5.90 last year. This 
concern has disposed of practically its entire pack of 
canned pine apples at prices considered quite satisfac- 
tory. 

H. E. MacConaughey, sales manager of the Ha- 
waiian Pineapple Company, with headquarters at San 
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Francisco, is making an Eastern business trip in the 
interest of the concern, and plans to be away about a 


-month. James D. Dole, who has been spending some 


time in the Northwest, has also left for the East ana 
will return late in November, when he will sail for 
Honolulu. 


Equipment is being installed in the plant of Libby, 
McNeill & Libby at Gridly, Cal., for the handling of 
spinach next spring and a large acreage of new land 
has been signed up. 


What Canned Foods Distributors are Doing 


Early Reports Indicate Sweeping Success of Canned Foods Week—Campaign Well 
Organized This Year—Hand-to-Mouth Buying Is Interesting Subject to 
Jobbers—Complaint Against Price Cutting by A. & P. in Kansas 
Holds Trade’s Interest—Certified Stores Reorganize—‘‘Free 
Groceries’ Lastest Wrinkle in Chain Competition— 

Other News and Notes of the Trade. 


HE WEEK-—As the 1926 Canned Foods Week 
[ campaign gets under way, reports from principai 
marketing centers all over the country indicate 
that the distributing end of the business, jobbers, chain 
stores and retail grocers alike, go into the drive this 
year fully prepared to handle a record-breaking volume 
of business. The campaign this year has been ade- 
quately financed, and both the American and the Na- 
tional Wholesale Grocers Associations have thoroughly 
organized markets for observance of the movement. 
Volume booked by the wholesale and retail grocers last 
year exceeded the fondest hopes of the distributors, 
and the close of the campaign found many wholesalers 
and retailers with badly depleted canned foods stocks. 
And, contrary to general opinion at the time, the heavy 
buying of canned foods by the consumers during the 
campaign was not followed by any falling-off in de- 
mand at the close of the “Week,” as might logically be 
expected, due to the unusually heavy purchasing cur- 
ing that time. The only logical explanation seems to 
be that the heavier sales during Canned Foods Week 
are accompanied by a corresponding increase in con- 
sumption. Canned Foods Week is no longer an experi- 
ment, but it is an institution with the retail trade. 
Through the experience of former campaigns, retailers 
are now in position to make definite plans for increas- 
ing their sales during the progress of Canned Foods 
Week, and combination specials of various canned 
foods find a ready sale. Extensive advertising on the 
part of, all interests, including the large quantity of 
“‘space” used by chain stores in featuring canned foods, 
all help along in the movement. 

Some well-posted observers in the wholesale gro- 
cery field profess to see a period of considerable activ- 
ity in canned foods trading after the close of this 
week’s Canned Foods Week. This prediction is based 
in part upon the slack trading of the past month or so, 
as well as upon remembrance of heavy sales by jobbers 
and retailers during the “Week” last year. Such a 
prediction, while a cheerful one, naturally deserves rat- 
ing as nothing better than a guess, however. 

Hand-to-Mouth Buying—Considerable discussion 
regarding the market trend toward hand-to-mouth buy- 
ing, or covering of immediate requirements only, has 
been heard in the wholesale grocery trade. Outwardly, 


at least, it appears that this trend has become more and 
more marked during the past few years. In many in- 
stances it is reported that the leading wholesale gro- 
cers in some markets have been taking small lots of 


specialties at 1. c. 1. prices from small jobbers who have 


bought in carlots, taking advantage of the carlot prices. 
such cases, of course, it is generally shown that the 
large distributor is a private-label firm, requiring but 
small quantities of advertised specialties, to fill retail 
orders he cannot get out of handling. In the case of 
canned foods, however, the problem of hand-to-mouth 
buying is a serious one, bearing directly, as it does, on 
the question of futures. The National Wholesale Gro: 
cers Association is launching an investigation into the 
entire problem. In a letter to members the Association 


says: “Each individual wholesale grocer might well in- | 


vestigate in his own business the far-reaching effects 
of the present era of so-callel “hand-to-mouth” buying 
and selling, with particular reference to the subject of 
economical management. Find out by actual compari- 
son of records what the average order given to the 
manufacturer amounted to in 1921. What does it aver- 
age in 1926? What did the net value of the average 
order received from the retail grocer amount to in 
1921? What does it average in 1926? One manufac- 
turer in another line reported recently that his sales 
records showed that in 1920 the orders received from 
wholesalers averaged $80 apiece. In 1925 the average 
order was $20. A wholesaler has reported that in 1920 
the average order he received from retailers was $30. 
In 1925 this had been reduced to $15. These figures 
may or may not be exactly applicable to the grocery 
business. Everyone knows, however, that food distrib- 
utors may “point with pride” to or “view with alarm” 
the undoubted present tendencies. There has been a 
veritable ground swell in the direction of touch-and-go 
in the buying and selling of groceries. Exactly what 
has happened as shown by your buying and selling rec- 
ord? The tests of your costs of doing business? By the 
test of your net profit? By the test of the ability of 
your retail grocer customer to better meet competition ? 
By the test of the hazards of speculation? These are 
tests wholesale grocers might well make in their indi- 


vidual business today. The answers are profoundly 
important.” 


— 
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Has the Chain Stubbed Its Toe?—An interesting 
bit of news for the grocery trade comes out of the 
wheat belt. An independent retail grocer operating in 
a suburb of Topeka, Kansas, has brought charges 
against the Atlantic and Pacific Tea Company which 
present interesting possibilities. The retailer in ques- 
tion operates a store in a section of Topeka known as 
Oakland. According to the charges which he has made 
to the state Attorney General, the A. & P. store located 
in the Oakland district has been cutting prices on 
standard grocery products in an effort to drive the 
independent out of business. The “rub” comes through 
the fact that the A. & P. stores in the rest of Topeka 
charge different prices for their merchandise. Under 
the Kansas anti-discrimination law, any concern which, 
for the purpose of destroying competition, sells at a 
lower rate in one community than it does in another, 
freight charge being equalized, shall be liable to a fine 
of not over $5,000 and its officers or agents are liable to 
imprisonment for not more than one year. It is op- 
tional with the Attorney General as to whether he 


bring a criminal action or file ouster proceedings. The 


issue in Kansas is particularly interesting to the so- 
called “independent” grocery trade, owing to the fact 
that other states have similar anti-discrimination taws 
designed to protect the small merchant. Should the 
Kansas retailer be successful in his kick-back against 
the A. & P., it is by no means inconceivable that similar 
action will be taken by other grocers in other sections 
of the country. While the retailers so affected may not 
have the chains ousted from their states, they will at 
least “trim the wings” of the chains when it comes 
down to the question of price cutting on staple grocery 
products. Some of the smaller chain store systems 
have during the past few years charged some of their 
“big brothers” in the chain store field with similar ac- 
tion. If the Kansas case should show developments fa- 
vorable to the hardy Topeka retailer who has taken the 
bit in his teeth, it is not beyond the bounds of reason to 
see some of the smaller chains invoke similar state 
laws in their efforts to keep the larger chains from gob- 
bling up all of the retail grocery business. 

Brooklyn Chain Reorganizes—Members of the 
trade will be interested in the following, from the col- 
umns of the New York Evening Journal: “The Certified 
Food Stores, outgrowth of the bankrupt Federal Food 


Stores, has just completed a reorganization and has 


changed its identification to that of the Certified 
Chain Store Corporation. The destinies of the new firm 
will be directed by Albert A. Celler, who has resigned 
as an executive of the H. C. Bohack Co. to become its 
general manager. As. reorganized the firm is under- 
stood to have ample financial backing. The chain op- 
erates 150 branch groceries in Brooklyn and Long Isl- 
and.” Several prominent canners recently attemptea, 
without success, to have the affairs of the Certified 
Stores placed in the hands of a receiver. The reorgani- 
zation of the company follows this court action. 

“Free Groceries’—The American Whulesale Gro- 
cers Association brings to the attention of the trade 
something new in chain store activities, attributed to 
the Piggly Wiggly chain group. A large wholesale 
grocery house informed the Association that a Piggiy 
Wiggly store, opened in their territory, had given away 
about $2,000 worth of merchandise at its opening, all 
of this merchandise being contributed by different job- 
bers and grocery manufacturers. Other Piggly Wig- 
gly openings in the same territory embodied the same 
feature. The jobber in question sent the American 
Association a letter which he had received from a man- 
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ufacturer, which, in part, said: “We received a letter 
from a Piggly Wiggly Company today advising that 
they are going to open another Piggly Wiggly store 
about November 1, and intended giving away 300 bas- 
kets, and wanted to know if we would be willing to put 
a package of salt in each basket. We have not as yet 
answered their letter, and will you please let us know 
if this meets with your approval. Independent retail 
grocers, operating in the territory where Piggly Wig- 
gly has been showing such benevolence, have been ham- 
mering their jobbers to secure from manufacturers 
free merchandise that they might also put over some- 
thing spectacular in the way of free groceries, one re- 
tailer pointing out to the jobber in question: ‘We un- 
derstand that in the near future we are to have a Pig- 
gly Wiggly store in this city. We know their plans of 
asking the jobbers to make arrangements with the 
manufacturers to donate merchandise, and since we 
have been in business here for several months and have 
at all times given you a good share of our business, we 
ask you to extend us the same consideration. We have 
never asked for any favors or donations, and we feel 
justified in asking that you extend to us the same fa- 
vors that you might the Piggly Wiggly in arranging 
with the manufacturers such donations in merchandise 
as would enable us to compete with them on their open- 
ing day. Feeling sure that your house is large and 
strong enough to appreciate all business favors, wheth-. 
er large or small, showing favors to none, and that you 
will extend to us the same favors that you would any 
other mercantile organization, etc.” Jobbers profess 
to see in this new scheme a definite menace to the good 
will which they enjoy with their retail customers, and 
the situation is aptly summed up by the following com- 
ment of J. H. McLaurin, president of the American As- 
sociation, who said: “If there is any more deadly blow 
that wholesale grocers and manufacturers can strike at 
the independent retail grocer than to foster and encour- 
se this new scheme, then we do not know what it can 

“Ship in Cotton’—With the South staggering 
under a bumper cotton crop, southern wholesale grocers 
are renewing their campaign to have manufacturers 
“Ship It in Cotton.” During the past several years this 
campaign on the part of the southern jobbers has been 
instrumental in having manufacturers and importers of 
sugar, coffee, beans, etc., swing over from burlap to cot- 
ton in all instances where such a change is feasible. 

Grocery Gossip—Samuel Hanna, of Dallas, Texas, 
has succeeded C. C. Quillan as secretary of the North 
Texas Wholesale Grocers Association. Mr. Guillan re- 
signed to devote his entire time to other activities. 

The American Grocer Company, -of Little Rock, 
Ark., has taken over the Southern Grain and Produce 
Company at Hope, Ark., and will operate this company 
as a branch house, in addition to its other branches at 


Morrilton, Russelville, Arkadelphia, Camden, El Do- 


rado, Smackover, England; Malvern, Warren and Dar- 
danelle, Ark. 


The Frankford Grocery Company, the Philadelphia 
buying exchange, reports for the year ended August 31 
last net profit of $92,158.76 on a total sales volume ag- 
gregating $5,733,880.87. The operating overhead for 
the year averaged 3.67 per cent. 


Day and night restaurants and movies on the West 
Coast were but the forerunners of the 24-hour grocery, 
it now appears. A new corporation, Dayonite Stores, 


Inc., has been incorporated at Sacramento. The stores 
will handle groceries, bakeries, drugs, and confections. 
Los Angeles already has a number of 24-hour groceries. 
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Just Off The Press 


How To Buy 
7 And Sell 
Canned Foods 


By 
J. A. LEE 


Completely revised and up-to-date. 


2np EDITION 


Expert directions on how tuo purchase canned foods, 
together with brief explanations of how all goods are j 
handled in the factories; valuable information for Sales- 
men on how to display and sell the goods—Management 
of the storeroom—Handling of Salesmen—Avoidance of 


losses through many causes—How to “‘talk’? Canned 
Foods. 


The best book of its kind ever compiled for 
BUYERS—BROKERS—SALESMEN and CANNERS 


Price $3.00 postpaid 
Cloth bound—270 pages 6 x9 


Send Orders to 


J. A. LEE THE CANNING TRADE 
208 N. Wells St. Baltimore, Md. 
Chicago, Ill. 


2 
ba 
‘ 
: 
a 
iq 
‘a 
q 


November 15, 1926 THE CANNING TRADE 


THE 
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CANNED FOODS WEEK 
Workers. 


OW can a man work well unless 

he knows his job; and where can 
he learn his subject more thoroughly or 
more reliably than by reading 


A Complete Course In Canning! 
The book -tells you how canned foods 


are produced---formula and all else. 
The one recognized authority on the 
subject. 


@ If you want to help your broker to a 


better understanding of canned foods of 
of all kinds; 


@ If you want to make the wholesaler a more intelligent distributor 


of canned foods; 


@ If you want the retailers to take an interest in Canned Foods 
Week---send them a copy of 


A Complete Course In Canning. 


PRICE $10.00 PER COPY, POSTAGE PAID. 


6 x 9 inches---Bound in Leatherette 
386 pages 


For Sale By All Supply Houses, Dealers etc, Published by 
; THE CANNING TRADE 
Baltimore, Md. 
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SMILE AWHILE 


There is a saving grace in a sense of humor. 


Relax your mind—and your body. You’ll be better mentally, 
physically—and financially 


Send in YOUR contribution 
All are welcome. 


THE JUNGLE DETECTIVE 
Greenhorn—And how can we tell when we’re near an ele- 
phant? 


Bored Companion—You’ll detect a faint odor of peanuts on 
his breath.—Life. 


PLAYING SAFE 


“Is your husband trying anything to cure his deafness?” 
“No; he has postponed it until the children have finished 
their piano lessons.”—Beston Transcript. 


SWEARING IN THE FATHERS 


There will be a roll call of the signers of the Declaration 
of Independence and those present will take the American 
pledge.—Texas paper. 


Small Girl (at charity fair)—Ain’t that a nice little dawg? 
Duchess of Dingdong (owner of the animal)—It’sa dog, 
not a “dawg.” 


Small Girl—It’s awfu’ like a dawg, ain’t it?—Tit-Bits. 


Heck—Yes, I have met your wife. 
before you married her. 

Peck—Ah, that’s where you had the advantage of me—I 
didn’t.—Boston Transcript. 


In fact, I knew her 


Mrs. Lowbrow—I went to see “The Volga Boatman” last 
night. 
Mrs. High Hat—What a ridiculous name! 


All boatmen 
are vulgar. 


A DECISION WANTED 


The big car was speeding toward a railroad crossing when 
a fast-moving freight train moved into sight. Immediately the 
two men in the front seat began an argument as to whether or 
not they could beat the train. 

“Don’t get excited!” cried the driver. 
easily make it.” 


“And I tell you y’ can’t!” shouted the other man. “The 
train will beat us by minutes.” 


The driver kept increasing the speed of the car while the 
argument continued. Finally, the man in the rear seat, who, up 
to this time, had remained quiet, frantically clutching the sides 
of the car, could stand it no longer. 


“Well,” he shouted, “I don’t care who wins this race, but I 
hope it ain’t no tie.”—Judge. 


“T tell you I can 


WHADDA YOU MEAN “BABY?” 


We learn that a university man has worked his way through 
college by caring for a baby. Great numbers of them have 
flunked their examinations for the same reason.—The Oregonian. 


EASY 


It may be a difficult matter for a rich man to enter the 
kingdom of Heaven, but it’s certainly dead easy for him to get 
on the board of trustees of the church.—Ohio State Journal. 


OUTSTRIPPED 


Once women merely asked equality with men, but now they 
have outstripped us.—Pittsburgh Chronicle-Telegraph. 


GOB HUMOR 


Mother—Johnny, go wash your face and neck. 
Johnny—Neck who, Ma?—Mississippi Bulletin. 


7 
Labels to Help Sell His Goods” scapamade i 
can be one of your best salesmen. 
Let us design such a package for you. Over ES 
a fifty years experience is back of our knowl- : 
edge of correct label. designing. : 
TRADE MARK BUREAU 
names and their complete history, q 
We search titles and help safe- guard 
CINCINNATI BROOKLYN BALTIMORE 
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WHERE TO BUY 


———the Machinery and Supplies you need and the Leading Heuses that supply them 


ADJUSTER, for Chain Devices. 

Frank Hamachek Co., Kewaunee, Wis. 
Apple Paring Machines. See Paring Mach. 
APRONS (factory), Acia, Water Proof. 

Phil Emrich, Cincinnati. 

BEAN SNIPPER. 

Chisholm-Ryder Co., Niagara Falls, N. Y. 

BEET MACHINERY. 
Mach. Co., Salem, N. J. 

Mchy. Corp., Cedarburg, Wis. 

A. K. Robins & Co., Baltimore. 

Baskets, Wire, Scalding, Picking, Btc. 
See Cannery Supplies. 

BELTS, Carrier, Rubber, Wire, Etc. 

La Porte Mat and Mfg. ., La Porte, Ind. 
Bean Cleaners. See Clean and Grad. Mach. 
Beans, Dried. See Pea and Bean Seed 
BELTING. 

The Fairbanks Co., New York. 

BOARD, Corrugated Wrapping. 

Hinde & Dauch Paper Co., Sandusky, Ohio. 
BLANCHERS, Vegetable and Fruit. 

Ayars Mach. Co., Salem, N. J. 

lin-Chapman Co., Berlin, Wis. 

& Co., Inc., Baltimore. 

Sprague-Sells Corp., Chicago. 
Blowers, Pressure. See Pumps. 
BOILERS AND ENGINES, Steam. 

Edw. Renneberg & Sons Co., Baltimore. 

A. K. Robins & Co., Inc., Baltimore. 

Slaysman & Co., Baltimore, 

Bottle Caps. See Caps. 

Bottle Cases, Wood. See Boxes, Crates. 
Bottle Corking Machines. See Bottlers Mcy. 
BOTTLERS’ MACHINERY. 

Ayars Mach. Co., Salem, N. J. 

Baw. Ermold Co., New York City. 

Karl Kiefer Machine Co., Cincinnati, O. 
Bottle Screw Caps. See Caps. 

BOX (Corrugated) SEALING MACHINE. 

A. K. Robins & Co., Inc., Baltimore. 

Boxes, Corrugated Paper. See Corrugated 
Paper Products. 
BOXING MACHINES. 
Machine Works, Westminster, 


Md. 

Fred H. Knapp Co., Ridgewood, N. J. 
BROKERS. 

Howard E. Jones & Co., Baltimore. 

Thomas J. Meehan & Co., Baltimore. 
Buckets and Pails. Fiber. See Fibre Conts. 
Buckets and Pails, Metal. See Enameled 

Buckets. 
Buckets, Wood. See Cannery Supplies. 


BURNERS, Oil, Gas, Gasoline, Etc. 

A. K. Robins & Co., Inc., Baltimore. 
BY-PRODUCTS, Machinery. 

Edw. Renneburg & Sons Co., Baltimore. 
Burning Brands. See Stencils. 
CANNERS, Fruits and Vegetables, Etc. 

Cal. Pkg. Corp., San Francisco, Cal. 
Cabbage Machinery. See Kraut Mchy. 
CAN COUNTERS. 

Ams Machine Co., Max, New York City 

Ayars Mach. Co., Salem, N. J. 

Can Conveyors. See Convrs. & Carriers. 
Can Fillers. See Filling Machines. 


CANMAKERS’ MACHINERY. 
Ams. Machine Co., Max, New York City. 
E. W. Bliss & Co., Brooklyn, N. Y. 
Cameron Can Mchy. Co., Chicago. 
Slaysman & Co., Baltimore. 

Can Markers. See Stampers & Markers. 


CAN SEALING COMPOUNDS. 

Ams, Machine Co., Max, New York City. 
CAN WASHING MACHINES. 

Hansen Cang. Mchy. Co., Cedarburg, Wis. 
CANS,TiIn, All Kinds. 

American Can Co., New York. 

Atlantic Can Co., Baltimore. 

Continental Can Co., New York City. 

Heekin Can Co., Cincinnati, O 

Phelps Can Co., Baltimore. 

Southern Can Co., Baltimore. 

U. S. Can Co., Cincinnati, Ohio. 

Wheeling Can Co., Wheeling, W. Va. 


CANNERY SUPPLIES. 
Ayars Mach. Co., Salem, N. J. 
Anderson-Barngrover Mg. Co., San Jose, Cal. 
Berlin-Chapman Co., Berlin, 8. 
Phil Emrich, Cincinnati. 
H. A. Kries & Son, Baltimore. 
The Lan Co., Indianapolis. 
A. K. Robins & Co., Inc., Baltimore. 
Sinclair-Scott Ce., Baltimore. 


Consult the advertisements for details. 


Slaysman & Co., Baltimore. 
Sprague-Sells Corp., Chicago. 
Zastrow Machine Co., Bartimore. 
Can Stampers. See Stampers and Markars. 


CAPPING MACHINES, Soldering. 
Ayars Machine Co., Salem, N. J. 
A. K. Robins & Co., Inc., Baltimore. 
Sprague-Sells Corp., Chicago. 

Capping Steels, Soldering. See Cannery Sup 


CARRIERS AND CONVEYORS, Gravity. 
Berlin-Chapman Co., Berlin, Wis. 
Karl Kiefer Machine Co., Cincinnati, O. 
Sprague-Sells Corp., Chicago. 
Cartons. See Corrugated Paper Products. 
Catsup Machinery. For the preparatory 
work: See Pulp Mchy.; for bottling, see 
Bottlers’ Mchy. 
Chain Belt Conveyors. See Conveyors. 
Chain for Elevating, Conveying. See Con- 


veyors. 
Checks, Employes’ Time. See Stencils. 


Chutes, Gravity, Spiral. See Carriers. 
CIDER AND VINEGAH MAKERS’ SUP- 
PLIES. 


Karl Kiefer Mach. Co., Cincinnati, O. 


CLEANER AND CLEANSER (Wyandotte) 
J. B. Ford Co., Wyandotte, Mich. 


CLEANING AND GRADING MACHIN.- 
ERY, Frult. 
Huntley Mfg. Co., Silver Creek, N. Y. 
A. K. Robins & Co., Inc., Baltimore. 
Sinclair-Scott Co., Baltimore. 
Sprague-Sells Corp., Chicago. 
Cleaning and Washing Machines, Bottle. 
See Bottlers’ Machinery. 
Cleaning Machines, Can. See Can Washers. 
Clocks, Process Time. See Controllers. 
CLOSING MACHINES, Open Top Cans. 
Ams. Machine Co., Max, New York City. 
E. W. Bliss Co., Brooklyn, N. Y. 
Cameron Can Machy. Co., Chicago, Ill. 
Slaysman & Co., Baltimore. 
Coils, Copper. See Copper Colls. 
Condensed Milk Canning Machinery. See 
Milk Condensing Machinery. 


CONVEYORS AND CARRIERS, Canners., 
Berlin-Chapman Co., Berlin, Wis. 
Chisholm-Ryder Co., Niagara Falls, N. Y. 
Hansen Cang. Mchy. Corp., Cedarburg, Wis. 
A. K. Robins & Co., Inc., Baltimore. 
Sprague-Sells Corp., Chicago. 


COOKERS, Continuous, Agitating. 


Anderson-Barngrover Mg. Co., San Jose, Cal. 
Berlin-Chapman Co., Berlin, Wis. 
Cookers, Retort. See Kettles, Process. 


COOLERS, Continuous. 
Anderson-Barngrover Mg. Co., San Jose, Cal. 
Berlin-Chapman Co., Berlin, Wis. 
Sprague-Sells Corp., Chicago. 

COPPER COILS, for Tanks. 
Berlin-Chapman Co., Berlin, Wis. 

Langsenkamp Co., indianapolis. 
Sprague-Sells Corp., Chicago. 
Copper Jacketed Kettles. See Kettles, Cop 


CORING HOOKS, Pitting Spoons, Ete. 
Phil Emrich, Cincinnati. 

CORKING MACHINES. 
Edw. Ermold Co., New York City. 


CORN COOKER-FILLERS. 
Ayars Machine Co., Salem, N. J. 
Berlin-Chapman Co., Berlin, Wis. 
Hansen Cang. Mchy. Corp., Cedarburg, Wis. 
Morral Bros., Morral, Ohio. 

A. K. Robins & Co., Inc., Baltimore. 
Sprague-Sells Corp., Chicago. 

CORN CUTTERS. 
Berlin-Chapman Co., Berlin, Wis. 
Morral Bros., Mo , Ohio. 

A. K. Robins & Co., Inc., Baltimore. 
Sprague-Sells Corp., Chicago. 

CORN SHAKERS. 

Ayars Machine Co., Salem, N. J. 


CORN HUSKERS AND SILKERS. 
Berlin-Chapman Co., Berlin, Wis. . 
Huntley Mfg. Co., Silver Creek, N. Y. 

rague-Sells Corp., icugo. 
Peerless Husker Co’, Buftaio, N. Y. 


Corn Mixers and Agitaters. See Corn 
Cooker Fitlers. 


CORRUGATED PAPER PRODUCTS. 
Bottie Wrappers, Etc.) 
Hinde & Dauch Pa {*) Sandusky, oO. 
Counters. an Counters. 
Countershafts. See Speed Reg. Devices. 


CRANES AND CARRYING MACHINES. 
A. K. Robins & Co., Inc., Baltimore. 
Sinclair-Scott, Baltimore. 

Sprague-Sells Corp., Chicago. 
Zastrow Machine Co., Baltimore. 


CRATES, Iron Process. 


Berlin-Chapman Co., Berlin, Wis. 
Edw. Renneburg & Sons Co., Baltimore. 
A. K. Robins & Co., Inc., ssaltimore. 
Sprague-Sells Corp., Chicago. 
Zastrow Machine Co., Baltimore. 
Cutters, Corn. See Corn Cutters. 
Cutters, Kraut. See Kraut Machinery. 
— String Bean. See String Bean 
cy. 


DECORATED TIN (for Cans, Caps, Ete.) 


- American Can Co., New York 


Continental Can Co., New York Cit 4 
Southern Can Co., Baltimore. ” 
U._S. Can Co., Cincinnati.. 

Dies, Can. ee Canmakers’ Mchy. 


Double Seami Machines. 
ng nes. See Closing 


ORYERS, Drying Machinery. 
Edw. Renneburg & Sons Co., Balti b 
Slaysman & Co., Baltimore. — 
Employers’ Time Checks. See Stencils. 


ENAMELED BUCKETS, PAILS, Etc. 
Phil Emrich, Cincinnati. 
The Langsenkamp Co., Indianapolis. 
Sprague-Sells Corp., Chicago. 

es, Steam. ee Boilers and k 

Enameled-lined Kettles. See —” 

EVAPORATING MACHINERY. 
Berlin-Chapman Co., Berlin, Wis. 
Edw. Renneburg & Sons Co., Baltimore. 


EXHAUST BOXES. 


Anderson-Barngrover Mg. Co., San Jose, Cal. 
Ayars Machine Co., Salem, N. J. 
A. K. Robins & Co., Inc., Baltimore. 
Sprague-Sells Corp., Chicago. 
Zastrow Mach. Co., Baltimore. 

Factory Stools. See Stools.. 

Factory Supplies. See Cannery Supplies. 


FACTORY TRUCKS. 


Chisholm-Ryder Co., Nia, 
The Fairbanks Co., 
A. K. Robins & Co., Inc., Baltimore. 
Sprague-Sells Corp., Chicago. 


FIBRE CONTAINERS for Food (not her- 
metically sealed). 
American Can Co., New York. 
Continental Can Co., New York. 
Hinde &"Dauch Paper Co., Sandusky, O. 


FIBRE PRODUCTS, Boxes, Boxboards, ete. 


Hinde & Dauch Paper Co., Sandusky, O. 
Fillers and Cookers. See Corn Cooker- 


ers. 
Filling Machines, Bottles.. See Bottlers’ 
Machinery. 


FILLING MACHINES, Can. 


Andersor -Barngrover Mg. Co., San Jose, Cal 
Ayars Machine Co., Salem, N. J. 
Berlin-Chapman Co., Berlin, Wis. 
Hansen Cane Mchy. Corp., Cedarburg, Wis. 
Huntley Mfg. Co., Silver Creek, N. ¥ 
Karl Kiefer Machine Co., Cincinnati, O. 
The Langsenkamp Co.., Indianapolis. 
A. K. Robins & Co., Inc., Baltimore. 
Sinclair-Scott Co., Baltimore. 
Corp., Chicago. 

Filling Machine, Syrup. See Syruping Mach 


FINISHING MACHINES, Catsup, Etc. 


Karl Kiefer Mach. Co., Cincinnati. 
F. H. Langsenkamp Co., Indianapolis. 
A. K. Robins & Co., Inc., Baltimore. 
Sinclair-Scott Co., Baltimore. 
Sprague-Sells Corp., Chicago. 
Food Choppers. See Choppers. 
Friction Top Cans. See Cans, Tin. 
Fruit Graders. See Cleaning and Grading 
Machinery, Fruit. 
Fruit Parers. See Paring Machines. 


FRUIT PITTERS AND SEEDERS. 
Huntley Mfg. Co., Silver Creek, N. Y. 


Fruit Presses. See Cider Makers’ 
Gaseline Firepot, ee Cannery Sx 
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GENERAL AGENTS for Machinery Mfrs. 
Berlin-Chapman Co., Berlin, Wis.. 
A. K. Robins & Co., Inc., Balttmore. 
Sprague-Sells Corp., Chicago. 
Generators, Electric. See Motors. 
GLASS-LINED TANKS. 
Pfaudler Co., Rochester, N. Y. 
Sprague-Sells Corporation, Chicago.. 
GLUES, for Sealing Boxes. 
1 Mfg. Co., New York. 
ae Steam. See Power Plant Equip. 
Gravity Carriers. See Carrs. and Convrs. 
Green Corn Huskers. See Corn Huskers. 
Green See Cleaning and 
Grading Machinery. 
Hoisting and Carrying Mchs. See Cranes. 
Hullers and Viners. See Pea Hullers. 
Huskers and Silkers. See Corn Huskers. 
INSURANCE, Canners’. 
Canners’ Exchange, Lansing B. Warner, Chi- 
cago. 
Jacketed Kettles. See Kettles, Copper. 
ACKETED PANS, Steam. 
rR Langsenkamp Co., Indianapolis, Ind. 
Sprague-Sells Corp., Chicago. 
KETTLES, Copper, Plain or Jacketed. 
F. H. Langsenkamp &o., Indianapolis, Ind. 
A. K. Robins & Co., Baltimore. 
Sprague-Sells Corp., Chicugo. 
Kettles, Enameled. See Tanks, Glass-lined. 


KETTLES, Process. 
Ayars Machine Co., Salem, N._J. 
Berlin-Chapman Co., Berlin, Wis. 
S. O. Randall’s Son, Baltimore. 
Edw. Renneberg & Sons Co., Baltimore. 
A. K. Robins & Co., Inc., Baltimore. 
Sprague-Sells Corp., Chicago. 
Zastrow Machine Co., Baltimore. 
il Emrich, Cincinnati. 
ox. Robins & Co., Inc., Baltimore. 
Sprague-Sells Corp., Baltimore. 
KRAUT CUTTERS. 


A. K. Robins & Co., Inc., Baltimore. 

Sprague-Sells Corp., Chicago. 
KRAUT MACHINERY. 

Hansen Cang. Mchy. Co., Cedarburg, Wis. 
LABELING MACHINES. 

Edw. Ermold Co., New York City. 

Fred H. Knapp Co., Ridgewood, N. J. 

Morral Bros., Morral Ohio. 

Sprague-Sells Corporation, Chicago. 
LABEL MANUFACTURERS. 

Cuivert Litho Co., Detroit, 

H. Gamse & Bro., Baltimore. 

K. J. Kittredge & Co., Chicago. | 

National Color Printing Co., Baltimore, Md. 

Simpson & Doeller Co., Baltimore. 

svecher Litho Co., Rochester, N. Y. 

U. S. Prt. and Litho. Co., Cincinnati. 
LABORAIURIES, for Analyses of Goods, 

National Canners Asso., Washington, D. C. 
LIMA BEAN RUBBERS 

The Scott Viner Co., Columbus, O. 

Emrich, Cincinnati.. 

ee Can See Stampers & Markers. 
Marmaiade Machinery. See Pulp Mchy. 
MiLK CONDENSING & CANNING MCHY. 

Ayars Machine Co., Salem, N. J. 

Berlin-Chapman Co., Berlin, Wis. 

A. K. Robins & Co., Inc., Baltimore. 

Zastrow Machinery bo., Baltimore. 
Molasses Filling Machines. See Filling Ma- 


chines. 
OYSTER CANNERS’ MACHINERY. 
Berlin-Chapman Co., Berlin, : 
Edw. Renneburg & Sons Co., Baltimore. 
A. K. Robins Co., Baltimore. 
Sprague-Sells Corp., cago. 
- trow Machinery Co., Baltimore. 
Packers’ Cans. See Cans. 
Pails, Tubs, Etc., Fibre. See Fibre Conts. 
Paper Boxes. See Cor. Paper Products. 
PARING MACHINES. 
hil Emrich, Cincinnati. 
inclair-Scott Co., Baltimore. 
PASTE, CANNERS’. 
Arabol Mfg. Co., New York, 
Edw. Ermold Co., New York ouy- 
F. H. Knapp Co., Ridgewood, N. J. 
A. K. Robins & Co., Inc., Baltimore. 
PEA AND BEAN SEED. 
J. H. Allan Seed Co., Sheboygan, Wis. 
Brotherton, Kirk Seed Co., Bozeman, Mont. 
E. Bb. Clark Seed Co., Milford, Conn. 
Gallatin Valley Seed Co., Bozeman, Mont. 
D. Landreth Seed Co.. Bristol, Pa. 
J. B. Rice Seed Co., Cambridge, N. Y. 
Rogers Bros. Seed Co.. Chicago. 
F. C. Stokes & Co., Philadelphia. 


THE BUYER’S GUIDE 


reg ay Mfg. Co., Silver Creek, N. Y. 
A. K. Robins & Co., Inc., Baltimore. 
Sinclair-Scott Co., Baltimore. 
Sprague-Sells Corp., Chicago. 

PEA HULLERS AND VINERS. 
Chisholm-Ryder Co., Niagara Falls, N. .Y 
nk Hamachek Co., Kewaunee, Wis. 

Scott Viner Co., Columbus, O 
PEA VINE FEEDERS. 
Chisholm-Ryder Co., Niagara Falls, NY. 
Frank Hamachek Co., Kewaunee, Wis. 
Scott Viner Co., Columbus, O 
PEELING KNIVES. 
Phil Emrich, Cincinnati. 
A. K. Robins & Co., Inc., Baltimore. 
Peach and Cherry Pitters. See Fruit Pitters. 
PEELING MACHINES. 
Sinclair-Scott Co., Baltimore. 
PEELING TABLES, Continuous. 
Ayars Machine Co., Salem, N. J. 
Berlin-Chapman Co., Berlin, Wis. 
A. K. Robins & Co., Baltimore. 
prague- s Corp., cago. 
Perforated Sheet Metal. See Sieves and 
Screens. 
Picking Boxes, Baskets, Ete. See Baskets 
Picking Belts and Tables. See Pea Can- 
ners’ Machinery. 
PINEAPPLE MACHINERY. 
E. J. Lewis, Middleport, N. Y. 
Sprague-Sells Corp., Chicago. 
Zastrow Mchy. Co., Baltimore. 
Platform and Wagon Scales. See Scales. 
Picking Belts and Tables. See Pea Mchy. 
PITTING SPOONS, CORING HOOKS, Etc. 
Phil Emrich, Cincinnati. 
POWER PLANT EQUIPMENT. 
The Fairbanks Co., New York City. 
H. A. Kries & Son Co., Baltimore. 
Power Presses. See Canmakers’ Mchy. 
Power Transmission Mchy. See Power 
Plant Equipment. 
PRESERVERS’ MACHINERY. 
Karl Kiefer Machine Co., Cincinnati, Ohio. 
. H. Langsenkamp Co., Indianapolis. 
A. K. Robins & Co., Inc., Baltimore. 
Sprague-Sells Corp., Chicago. 
PULP MACHINERY. 
Berlin-Chapman Co., Berlin, Wis. 
F. H. Langsenkamp Co., Indianapolis. 
A. K. Robins & Co., Inc., Baltimore. 
Sinclair-Scott Co., Baltimore. . 
Sprague-Sells Corp., Chicago. 
PUMPS, Air, Water, Brine, Syrup. 
Ams Machine Co., Max, New York City. 
F. H. Langsenkamp Co., Indianapolis. 
A. K. Robins & Co., Inc., Balttmore. 
Slaysman & Co., Baltimore. 
Retort Crates. See Kettles, Process. 
RUBBER GLOVES, Factory. 
Phil Emrich, Cincinnati. 
RHUBARB CUTTER. 


E. J. Lewis, Middleport, N. Y. 
Rubber Stamps. See Stencils. 
Saccharometers (syrup testers). 

nery Supplies. 
SEALING COMPOUNDS, Can. 

SEALING MACHINES Box. 

A. K. Robins & Co., Inc., Baltimore. 

Sanitary Cleaner and Cleanser. See Clean- 
ing Compounds. 

Sanitary (open top) Cans See Cans. 

Sardine Knives and Scissors. See Knives. 

SCALDERS, Tomato, Etc. 

Ayars Machine Co., Salem, N. J. 

Berlin-Chapman Co., Berlin, Wis. 

Huntley Mfg. Co., Silver Creek, N. Y. 

F. H. Langsenkamp Co., Indianapolis. 

A. K. Robins & Co., Inc., Baltimore. 

Sprague-Sells Corp., Chicago. 

SCALES, Platform, Table, Etc. 

The Fairbanks Co., New York City. 
Scalding & Picking Baskets. See Baskets. 
Screw Caps, Bottle.. See Caps. 

Sealin achines, Bottle. See Bottlers’ 
Machinery. 
SEEDS, Canners’, All Varieties. 

J. H. Allan Seed Co., Sheboygan, Wis. 

Brotherton-Kirk Seed Co., Bozeman, Mont, 

E. Clark Seed Co., Milford, Conn. 

D. Landreth Seed Co.. Bristol Pa 

J. B. Rice Seed Co., Cambridge, N. Y. 

Rogers Rros. Seed Co.. Chicago. 

F. C. Stokes & Co., Philadelphia. 
Sunni-Glo Gardens, Boiling Springs, Pa. 
Separators. See Pea Canning Mchy. 
Sealing Machines, Cans. see Closing Ma- 

chines. 
SHEET METAL WORKING MACHINERY. 

Ams Machine Co., Max, New Yerk City. 

E. W. Bliss Co., Brooklyn, N. Y. 

Cameron Can Mchy. Co., Chicago, IIl.. 

Slaysman & Co., Baltimore. 

untley s. Co., Silver 

Sinclair-Scott Co., 


See Can- 
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SILKING MACHINES, Corn. 
Berlin-Chapman Co.., Berlin, Wis. 

Huntley Mfg. Co., Siiver Creek, N. Y. 

Sprague-Sells Corp., Chicago. 

Sorters, Pea. ee Cleaning and Grading 

Machinery. 

SPEED REGULATING DEVICES (for Ma- 

chines, Belt Drives, Etc.) 

Berlin-Chapman Co.., Berlin, Wis. 

Huntley Mfg. Co., Silver Creek, N. Y. 

Sinclair-Scott Co., Baltimore. 

Supplies, Engine Room, Line Shaft, Etc. 

See Power Plant Equipment. 
Supply House and General Agents. See 
General Agents. 

SYRUPING MACHINES. 
Anderson-Barngrover Mg. Co., San Jose, Cal. 
Ayars Machine Co., Salem, N. J. 

Karl Kiefer Machine Co., Cincinnati, O. 

A. K. Robins & Co., Inc., ssaltimore. 

Sprague-Sells Corp., Chicago. 

Tables, Picking. See kea Canners’ Mchy 

STAMPERS AND MARKERS. 

Ams Machine Co., Max, New York City. 

Chisholm-Ryder Co., Niagara Falls, N. Y. 
Steam Jacketed Kettles. See Kettles. 
Steam Retorts. See Kettles, Process. 
STENCILS, Marking Pots and Brushes, 

Brass Checks, Rubber and Steel Type, 
Burning Brands, Etc. 

Phil Emrich, Cincinnati. 

A. K. Robins & Co., Inc., Baltimore. 
STIRRERS FOR KETTLES. 

F. H. Langsenkamp Co., Indianapolis. 

Sprague-Sells Corp., Chicago. 

STRING BEAN MACHINERY. 
Berlin-Chapman Co., Berlin, Wis. 

Burton, Cook & Co., Rome, N. Y. 

Chisholm-Ryder Co., Niagara Falls, N. Y. 

Hansen Cang. Mchy. Corp., Cedarburg, Wis 

Huntley Mfg. Co., Silver Creek, N. Y. 

E. J. Lewis, Middleport, N. Y. 

A. K. Robins & Co., Inc., Baltimore. 

Sprague-Sells Corp., Chicago. 

TANKS, METAL, 

Berlin-Chapman Co., Berlin, Wis. 

F. H. Langsenkamp Co., Indianapolis. 

Slaysman & Co., Baltimore, Md.. 

Sprague-Sells Corp., Chicago. 

TANKS, Glass Lined, Steel. 

F. H. Langsenkamp Co., Indianapolis, Ind. 

Pfaudler Co., Rochester, N. Y 

Sprague-Sells Corp., Chicago. 
TANKS, WOODEN. 

Baltimore Cooperage Co., Baltimore. 

Sprague-Sells Corp., Chicago. 
TELEPHONE, TELEGRAPH, quick ser- 

vice. 

Amer. Teleph. & Teleg. Co.—Everywhere. 
Testers, Can. See Canmakers’ Mchy. 
THERMOMETERS, Gauges, Etc. 

Phila. Thermometer Co., Phila., Pa. 
Ticket Punches. See Stencils.. 

TOMATO CANNING MACHINERY. 
Ayars Machine Co., Salem, N. J. 
Berlin-Chapman Co., Berlin, Wis. 
Huntley-Mfg. Co., Silver Creek, N. Y. 

A. K. Robins & Co., Inc., Baltimore. 

Sprague-Sells Corp., Chicago. 

TOMATO PEELING MACHINES. 

A. K. Robins & Co., Inc., Baltimore. 
TOMATO WASHERS. 


Berlin-Chapman Co., Berlin, Wis. 

F. H. Langsenkamp Co., Indianapolis. 

A. K. Robins & Co., Baltimore. 

Sprague-Sells Corp., Chicago. 
TRADE-MARKS. 

C. E. Richardson, Washington, D. 
Variable Speed Countershafts. 

Regulators. 

VINERS AND HULLERsS. 
Chisholm-Ryder Co., Niagara Falls, N. Y- 
Frank Hamachek Co., Kewaunee, Wis. 

The Scott Viner Co., Columbus, O. 
Washers, Bottle. See Bottlers’ Machinery. 
WRAPPERS. Corrugated Bottle. 

Hinde & Dauch Paper Co., Sandusky, Ohio. 
WASHERS, Can and Jar. 

Ayars Machine Co., Salem, N. J. 

Berlin-Chapman Co., Salem, N. J. 

Hansen Cang. Mchy. Corp., Cedarburg, Wis. 

A. K. Robins & Co., Inc., Baltimore. 
WASHERS, Fruit, Vegetable. 

Ayars Mach. Co., Salem, N. J. 

Sprague-Sells Corp., Chicago. 

Washing and Scalding Baskets. See Bas- 


ets. 
Windmills and Water Supp! Systems. 
Wood 


. 


Cc. 
See Speed 


See Tanks, 

Wrappers, Paper. See Corrugated Paper 
Products. 

Wrapping Machines, Can. See Labeling 
Machinery. 


WYANDOTTE—Ganitary Cleaner. 
J. B. Ford Co., Wyandette, Mich.. 
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PEA CANNERS’ MACHINERY. 
Ayars Machine Co., Salem, N. J. 
Pertin Chapman Co., Berlin, Wis. 
Chisholm-Ryder Co.. Niagara Falis, N. Y. 
Hansen Gang. Moby. Corp 
Hansen Cang. Mehy. Corp., Cedarburg, Wis. 
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THE CANNING TRADE 


SMANECO 
MD. 


The use of these machines 
results in much economy 
of solder as well as materi- 
als, improving the appear- 
ance of the can. 


Built to take any size can. 


_ SLAYSMAN & COMPANY 


f 801-811 East Pratt Street 
BALTIMORE, MD. 
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CONTINENTAL CAN COMPANY, INC. 


Wok 


is once more here and 
with the quality of the pro- 
ducts packed fresh from the 
fields and orchards this 


CANNED year, this is certainly the CANNED 
FOODS year for all interested in this FOODS 
WEEK great industry to make this WEEK 

the greatest Canned Foods 

November Week. November — 

10th--20th 10th--20th 


Since the beginning of this industry, 
such quality as a whole has never equall- 
ed this year’s products. What better 
opportunity to prove to the consuming 
public that canned foods are the finest 
foods obtainable and at very reasonable 
cost ? 


Let’s all do our- share. 


CONTINENTAL CAN COMPANY, INC. 
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